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Introduction 
This diploma thesis has been written in cooperation with the Norwegian company 
Arcus AS. 
The process of writing the diploma thesis has given us educational experience of 
great value. We have learned a great deal about the topics we have examined, 
especially about the planning, execution and analysis of market research. Because 
of the practical nature of our thesis and its aims we feel that we have gained a 
realistic comprehension of what it means to prepare the entry of a new market. 
Because of our extensive interaction with Chinese students during our research, 
we also feel that we have gotten a better understanding of the Chinese culture. 
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Explanation of Words and Phrases 
Báijiǔ – Báijiǔ literally means “white (bái) alcohol (jiǔ)” in Chinese and is a very 
common Chinese distilled liquor, usually made from sorghum (grain) or glutinous 
rice. The alcohol by volume of báijiǔ is usually between 40-60%. 
DDMA – Is an abbreviation of the company name “Data Driven Marketing Asia”. 
The company does marketing research in the Asian markets. 
Duty-Free / Travel Retail – Sales outlets in duty-free areas at for example 
airports or on passenger ships.  
Guānxì – The literal translation of guānxì is “relationship”. The term is used to 
describe the Chinese tradition and culture of building and maintaining 
relationships, both in business and private life. Guānxì involves the giving of gifts 
and favors or other acts of showing respect and goodwill, but is much more 
complex and dynamic than what can be briefly explained here. 
High-end Market – Market containing premium products with a high level of 
perceived quality and a high price, but not higher than what is within the 
consumers reach. 
ISO 17025 – ISO 17025 is the main standard used by testing and calibration 
laboratories, in the case of this thesis, the laboratory of Arcus used to analyze 
alcoholic products. 
Máotái – Máotái or “máotái jiǔ” is a high quality variety of báijiǔ produced in the 
town of Maotai in Southwest China. Máotái have a higher price than Báijiǔ, and 
the alcohol by volume is usually 53%. It is considered the Chinese national liquor. 
RMB / YUAN / CNY / ¥ – RMB is an abbreviation of rénmínbì (people‟s 
currency), the official currency of the People‟s Republic of China. The main unit 
of RMB is yuán, with the international standard code of CNY and symbol ¥. 
Shānzhài – The term shānzhài is used to describe Chinese imitations of popular 
brands and products, especially electronics. Shānzhài is commonly regarded as 
pirated goods, but the term does not include products that are identical copies of 
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the originals. The term can also be used to describe other imitations, for example 
celebrity lookalikes, parody movies et cetera. 
Sinonordic – Arcus‟ agent and only partner in China. Sinonordic is based in 
Beijing. 
SPSS – Computer program that can be used for statistical analysis. SPSS is an 
abbreviation of the original name “Statistical Package for the Social Sciences”. 
The current official name is PASW (Predictive Analytics SoftWare) Statistics. 
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Executive Summary 
This thesis presents the findings from a mainly descriptive research study about 
Chinese students‟ attitude towards alcohol and food. The research has been 
conducted on behalf of Arcus AS, from here on referred to as Arcus, concerning 
their long term goal of launching their product Linie Aquavit on the Chinese 
mainland market. In order to do this, Arcus needs to know more about their future 
target consumer segment in the Chinese market. Together, Arcus and the authors 
decided to do a research study concerning Chinese students‟ attitudes including 
thoughts, preferences and behavior concerning alcohol in general and alcohol and 
food specifically. Some explorative research was also done to examine Chinese 
students‟ attitude towards Linie Aquavit. 
Structure 
This diploma thesis is divided into fourteen chapters. The first chapter serves as 
an introduction to the thesis, where the problem definition and research aim of the 
thesis is presented and Arcus and its product Linie Aquavit are reviewed. The 
second chapter explains the research methodology used in the thesis, why it is 
used and how the authors evaluate the research in terms of reliability and validity. 
The third chapter is the theory chapter which explains and evaluates the theories 
and models used in the strategic analysis part of the thesis. The fourth chapter 
presents secondary data based on external preliminary research of the thesis topic. 
The fifth chapter presents the data findings of the quantitative research based on 
self-completion questionnaires. The sixth chapter presents the data findings of the 
qualitative research based on semi-structured interviews. The seventh chapter 
presents a joint conclusion of the primary data findings and answers the first 
research questions of the thesis. Chapter eight is an internal analysis of Arcus. 
Chapter nine is an external analysis of Arcus and the Chinese market. In chapter 
ten the authors conclude the strategic analysis of Arcus, resulting in a strategic 
problem definition. Based on this the authors give their recommendations in 
chapter eleven. In chapter twelve the authors briefly assess their own thesis. 
Chapter thirteen and fourteen serve as bibliography and appendix respectively. 
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Findings 
The findings in this thesis are based on self-completion questionnaires answered 
by 1260 Chinese students from four major universities in Shanghai, China, as well 
as semi-structured interviews with 18 of these students. 
The findings indicate that alcohol serves mainly a social purpose among the 
respondents. According to the findings, the respondents prefer milder over 
stronger alcohol and prefer to enjoy it with friends, most commonly at restaurants. 
The respondents are despite their relatively young age already indoctrinated in the 
tradition of giving alcohol as gifts to persons of seniority at special occasions. 
This is a part of “guānxì”, an important part of Chinese tradition and culture of 
building and maintaining relationships. The respondents are less price-sensitive 
when buying alcohol as a gift than for their own personal consumption.  
When deciding what type of alcohol to buy, taste is the most important factor, but 
the respondents are also very brand-conscious. The brand country of origin is of 
less importance, but there is a clear difference between Chinese and Western 
brands in general, the latter having a better reputation, especially for high quality. 
The respondents report to drink alcohol relatively infrequent and more than half of 
the respondents report to spend less than 30 yuan when they do drink. 
Less than 27 percent of the respondents consider it to be important to drink 
alcohol that complements the food they are eating. They prefer to drink beer or 
non-alcoholic beverages with food and believe that Western food should be 
enjoyed with Western alcohol and Chinese food should be enjoyed with Chinese 
alcohol. 
There are significant differences between the respondents attitude towards alcohol 
in terms of demographics, especially gender. Other socio-demographic factors 
among the respondents have also been found to correlate with specific thoughts, 
preferences or behavior.  
Linie Aquavit is considered good, but very strong by the interviewees and even 
too strong among female interviewees. They prefer to drink it chilled, together 
with food and in small glasses. The interviewees consider Linie Aquavit to be 
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very suitable as a gift and sees similarities to Chinese spirits like báijiǔ and 
máotái. The interviewees would not understand what the product is from looking 
at the bottle or label, but when enlightened they show strong interest and 
fascination of the brand element and story of Linie Aquavit. 
The findings and the strategic analysis of Arcus suggest that certain adaptations 
should be considered done in terms of organizational structure, product and price 
for successful launch of Linie Aquavit in the Chinese market. 
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1 Introduction 
1.1 Background for Thesis 
This thesis was written for the Norwegian company Arcus and presents the 
findings from a mainly descriptive research study about Chinese students‟ 
attitude towards alcohol and food. The aim of the thesis is to aid Arcus in their 
long-term goal of launching their product Linie Aquavit in the Chinese market. 
Arcus is the largest privately owned wine and liquor company in the Nordic 
countries
1
. They import and produce wine and liquor for the Norwegian market 
and are currently exporting wine and liquor on a large scale to countries in 
Northern Europe as well as the US. In the last few years, the sales from exports 
have exceeded those on the home market. They are now interested in 
expanding their export activities further and the Chinese market is one of the 
next potential markets of their core product, Linie Aquavit. Linie Aquavit is 
considered the national drink of Norway and has a long tradition in Norwegian 
cuisine. It differs from other Aquavits because of the unique production and 
maturing process, which includes being transported in sherry casks from 
Norway to Australia and back by ship, crossing the equator twice. 
Before the writing of this thesis Arcus had already established a partnership 
with the Chinese, Beijing-based agent Sinonordic, but the value gained from 
this cooperation have so far been sporadic in terms of sales and not very 
rewarding in terms of getting to know and learn about the Chinese market and 
its consumers. Previous to the making of this thesis Arcus had also purchased a 
market research report and evaluation from DDMA China. This concluded 
among other things that Linie Aquavit is not very suited for sale in bars, clubs 
and KTVs (karaoke bars). Because of this Arcus was more interested in the 
restaurant and hotel segment. 
Although Arcus is technically present in the Chinese market and has some 
general knowledge of the market, they lack a consistent marketing strategy. 
When Arcus and the authors met to discuss this, Arcus expressed interest in 
learning more about the Chinese consumers, more specifically the consumers 
of the future, Chinese students. Together, Arcus and the authors agreed that the 
                                                 
1
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thesis should explore Chinese students in Shanghai, China and their 
relationship to alcohol and food. 
1.2 Problem Definition 
"Arcus does not know enough about Chinese people's alcohol consumption 
habits, particularly in food-related settings, to launch their product Linie 
Aquavit on the Chinese mainland market." 
1.2.1 Research Aim 
For Arcus to have more knowledge to aid them in their long-term plan of 
launching Linie Aquavit in the Chinese market, the authors will through 
questionnaires, interviews and subsequent analysis try to examine Chinese 
students' attitudes concerning alcohol in a food-related setting.  
1.2.2 Research Questions 
The authors have chosen to divide the primary research aim into the following 
research questions: 
Research Question 1: Thoughts 
 What are Chinese students' thoughts about alcohol in general? 
 What are Chinese students' thoughts about alcohol related to food? 
 Are there any relevant differences in thoughts based on demographics? 
Research Question 2: Preferences 
 What are Chinese students' preferences toward alcohol in general? 
 What are Chinese students' preferences toward alcohol related to food? 
 Are there any relevant differences in preferences based on 
demographics? 
Research Question 3: Behavior 
 What are Chinese students' behavior concerning alcohol in general? 
 What are Chinese students' behavior concerning alcohol related to 
food? 
 Are there any relevant differences in behavior based on demographics? 
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Research Question 4: Linie Aquavit 
 What are Chinese students‟ attitudes toward Linie Aquavit?  
Research Question 5: Strategy 
 Based on the research findings and strategic analysis, what strategy 
recommendations can be made for launching Linie Aquavit on the 
Chinese market?  
1.3 Research Limitations 
The structure and the content of this thesis is affected by certain academic 
guidelines and requirements determined by BI Norwegian Business School. 
The thesis is also written with consideration for providing the sponsor 
company Arcus with valuable information. 
Because of time and budget restrictions the research fieldwork was limited to 
Shanghai, making respondent and interviewee samples less representative of 
the population of Chinese students. 
Time restriction also prevented the authors from re-testing and auditing the 
primary data findings to improve research reliability and validity. 
For understandable reasons Arcus has strict policies regarding security and 
company secrets. This made it difficult or impossible for the authors to obtain 
certain information that could have been helpful for writing the thesis. 
Language barriers proved to be a limitation to this thesis. The authors are not 
nearly fluent in Mandarin Chinese and many of the Chinese students in the 
questionnaire and interview samples are not very fluent in English either. This 
prevented the authors from reaching the full potential of the data collection. 
When preparing the Linie Aquavit tasting event, technical limitations regarding 
mass distribution of e-mails and text messages made it difficult to reach out to 
as many of the respondents as desirable, limiting the sample of the qualitative 
semi-structured interviews connected to this event. 
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1.4 Background Information 
1.4.1 The Company - Arcus 
Arcus, a subsidiary of Arcus-Gruppen AS (The Arcus Group), is today 
Norway‟s largest distributor and producer of wine, liquor and spirits. The 
company was established on January 1
st
 1996, and from that day had 
responsibility of production, import and distribution of wine, liquor and spirits 
under the Norwegian "Vinmonopolet" (the wine monopoly). Vinmonopolet is 
Norway‟s state owned retailer of alcoholic beverages, and it is the only retailer 
in Norway that is allowed to sell alcoholic beverages containing 4.8% alcohol 
by volume or more. Arcus delivers its products both to Vinmonopolet and the 
hotel and restaurant industry (Horeca) in Norway.
2
  
Arcus was fully state-owned during its first years from 1996 until 2000, but 
through partial privatization in 2000 and continued sales of shares in 2003, the 
company became fully privately owned from January 1st 2004.
3
 
Today, Arcus has got the sole responsibility of preserving and continuing the 
traditions of Norwegian distilling, based on the ways and knowledge of 
Norwegian breweries and distilleries. Arcus markets its own Norwegian brands 
of liquor, spirits and wine both internationally and on the Nordic market, which 
is considered Arcus‟ home market. The company holds over 80 years of 
experience as a supplier and producer of wine, liquor and spirits from the time 
when it was operating under the brand name Vinmonopolet. Arcus‟ experience 
enables it to produce, import and supply products whose qualities are specially 
tailored to Norwegian and Nordic tastes. The company is established in the 
Nordic market through the subsidiaries Arcus Sweden AB and Arcus Finland 
OY. In Denmark, Hans Just AS distributes Arcus‟ products. The company also 
exports Norwegian liquors to various other countries, with Germany, through 
the Berentzen Group, and the United States, through Capstone International, 
being the most important export markets. The right to distribute Arcus‟ 
products in China is currently held by Sinonordic CO. Ltd based in Beijing.
4
 
                                                 
2
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3
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4
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Arcus is the producer of international brands such as Linie Aquavit and 
Vikingfjord Vodka, as well as known Nordic brands such as Braastad Cognac, 
Hammer Gin and Upper Ten Whisky. The company also presents a variety of 
its own wine brands, such as Arrow, La Vida and Collection Frithjof 
Nicolaysen. Arcus also delivers imported wines from highly recognized 
companies, including Bodegas Julian Chivite, La Rioja Alta, Casa Girelli and 
Champagne Ruinart, through the subsidiary Vinordia.
5
 
Figures - Arcus AS: 
 2010 2009 2008 2007 
Revenue 560 611 582 584 
Operating profits 89 69 19 74 
Table 1: Figures – Arcus AS  
(Arcusgruppen.no - Annual Reports) 
All figures are in million NOK 
1.4.2 The Mother Company - Arcus-Gruppen 
Arcus-Gruppen is the mother company of Arcus. To get a better understanding 
of Arcus, a brief financial review of Arcus-Gruppen is presented in the 
following section. 
Arcus-Gruppen experienced a strong growth in 2010, with operating profits of 
132.6 million NOK, which is more than ever before, when the numbers are 
adjusted for real estate transactions. Furthermore, the currency rates stabilized 
compared to the situation in 2009, which also affected the results positively. 
Most of the growth happened outside the Norwegian market, particularly in the 
Swedish wine market, but Arcus-Gruppen achieved higher wine market shares 
in Norway as well. The profits from spirit sales grew by about 28 percent 
despite the stagnation in the spirits market. Although spirit sales in Norway and 
exports to the USA were declining slightly, sales in Sweden grew enough to 
ensure an overall growth in spirit sales‟ profits.  6 
In 2010 more than 60 percent of Arcus-Gruppen‟s sales were export sales. In 
comparison, the percentage of export sales was only 15 percent in 2003. 
7
 
                                                 
5
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Today, Arcus-Gruppen is Norway‟s largest total supplier of wine, spirits and 
liquor, and it is the largest privately owned wine and liquor company in the 
Nordic countries. The main shareholder in the company is the Swedish 
investment firm Ratos AB.
8
 
Figures – Arcus-Gruppen AS: 
 2010 2009 2008 2007 
Revenue 1 634 1 508 1 318 1 972 
Operating profits 133 164 145 849 
Table 2: Figures – Arcus-Gruppen AS 
(Arcusgruppen.no - Annual Report 2010) 
All figures are in million NOK 
1.4.3 Arcus in China 
Arcus is experiencing growth in export markets and is interested in expanding 
its export activities. They have just only started their approach to the Chinese 
market and have done some basic preparations and analysis, but they are far 
from satisfied with their knowledge and insight about the Chinese market. 
Arcus is initially interested in penetrating the hotel and restaurant segment, and 
is not very interested in bars, clubs, retail stores and so on. International Sales 
Director Hans Petter Evensen (see Appendix 1: Arcus AS Organization Chart) 
is in charge of the Chinese market, cooperating with Beijing-based agent 
Sinonordic. Although Arcus has this agent, they stress that the company has 
not yet really started any marketing activities in the Chinese market. 
The Chinese market research company DDMA Business Consulting China has 
conducted research on Chinese consumers‟ drinking habits and written a report 
that includes evaluation of the business structure and recommendation on how 
to enter and succeed in the Chinese market. This report will be reviewed in 
Chapter 4: Preliminary Research. 
1.4.4 The Product - Aquavit 
Aquavit is defined as a neutral spirit, which is flavored with caraway or dill. It 
is mainly produced in Norway, Sweden and Denmark. Norwegian aquavit 
differs from the other Nordic aquavits in that it is matured in sherry casks. The 
process is more or less identical to that used in the production of whiskey and 
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cognac, and places Norwegian aquavit in a class of its own. Aquavit is 
traditionally drunk with fatty and salty foods as a digestif, helping the body‟s 
digestive system. It is enjoyed as a sort of “schnapps” accompanying beer. 
Aquavit is considered Norway‟s national drink, and Line Aquavit is the most 
famous of all the Norwegian Aquavits.
9
 
1.4.4.1 Production Process 
Maturation is an important and costly part of aquavit production. It starts with 
the importing of 500-litre sherry casks from Jerez in Spain. These casks have 
previously been used in the production of Oloroso sherry for five to ten years. 
They give aquavit its golden color, the remains of the sherry give it a pleasant 
sweetness and the white American or Spanish oak provides hints of wood and 
vanilla. During this period of maturation, considerable changes occur in the 
composition and character of the aquavit. A certain amount of oxidation alters 
the aroma of the herbs and spices. The alcohol extracts substances from the oak 
that also contribute to the chemical processes. The rawer, more volatile and 
somewhat aggressive aspects of the spirit vanish, however, as some of the 
alcohol evaporates. The maturation process follows a progression that varies 
for each brand. The clue is finding the perfect time to end the process of 
maturation, characteristic to each special aquavit brand.
10
 
1.4.4.2 Linie Aquavit 
The best known of all Norwegian aquavits is Linie Aquavit, famous both for its 
unique maturation process and for its refined taste. It is made according to the 
traditional recipe of its creator, Jørgen B. Lysholm. The aquavit s a highly 
rectified distilled potato spirit flavored with spices and herbs. The predominant 
spice is caraway. Linie Aquavit gets its smoothness from the four months long 
ocean voyage in selected sherry casks.  
1.4.4.3 The Unique Process of Maturation 
There is a very unique process of maturation that makes Linie Aquavit so 
special. A two-step maturation process is applied. It originates in the cellars of 
Arcus, where the Aquavit matures for approximately twelve months in the 
sherry casks, before the Aquavit is loaded onto ships and is transported through 
                                                 
9
 (Linie Aquavit Information Brochure, 2010) 
10
 (Linie Aquavit Information Brochure, 2010) 
Linie Aquavit – Taste That Really Travels                                           May 2011 
8 
the waters of 35 countries, crossing the equator twice during a journey lasting 
four months. In fact, at every given time, there are more than a thousand Linie 
Aquavit casks maturing as deck cargo on the oceans. The constant rolling of 
the ship, the length of the journey and the ever-changing temperature and 
humidity give Linie Aquavit its unique taste.
11
This maturation process has 
been a vital part of the production of Linie Aquavit ever since the beginning.
12
 
1.4.4.4 Target Consumer 
The Linie Aquavit consumer is interested in optimizing the enjoyment of food, 
while drinking the appropriate alcoholic drink. The consumer is likely to be a 
mature drinker of 30 years of age or older, who have developed a taste for the 
distinguished characteristics of aquavit. The consumer has got higher academic 
education and a higher medium income. This makes the consumer more prone 
to premium products. Men make up the majority of the target group.
13
 
1.4.4.5 Brand Benefits 
Linie‟s benefits are divided into two categories, functional and emotional. As 
defined by Arcus, the functional benefits are that; “Linie delivers a distinctive, 
smooth, sophisticated herbal taste, and has a golden colour, mainly due to its 
maturation in old sherry casks while at sea”14. The emotional benefits are 
defined as; “A surprising discovery that the content of each and every bottle 
actually travels the world by sea, crossing the equator twice to create this 
unique product. I enjoy sharing this fascinating story of Linie with my friends 
and family”15. 
1.4.4.6 Brand Image 
Linie Aquavit is a premium brand of aquavit. The brand‟s personality is 
defined by Arcus as; “A well-traveled Scandinavian that appreciates good 
food. He is friendly, well respected, and socially confident. Linie is mature, but 
not old. He is contemporary in style, rather than modern”16. 
Linie Aquavit‟s segment environment is defined by: 
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 Alcoholic beverages consumed alongside food 
 Strong local and national brands 
 One main competitor, the Aalborg brand, with various products 
 Norwegian aquavits matured in sherry casks and other aquavits 
2 Research Methodology 
This chapter describes the research methods and designs used in the thesis and 
evaluates the reliability and validity of the research performed. 
2.1 Research Design 
“A research design provides a framework for the collection and analysis of 
data. A choice of research design reflects decisions about the priority being 
given to a range of dimensions of the research process.” 17 
The choice of research design depends on three factors: how much knowledge 
the researcher already has about the subject, his or her knowledge of theory, 
and the importance of dimensions such as analyzing connections between 
variables, generalizing to larger groups than the sample and understanding 
behavior.
18
 
Research methods are closely connected to the choice of research design. After 
a choice of research design has been made, the researcher needs to choose one 
or more research methods to collect data. This research method includes 
specific techniques, such as self-completion questionnaires, in-depth interviews 
or observations.
19
 
In this thesis, mainly a descriptive design has been used, which assumes that 
the researchers already have a basic understanding of the research area. The 
purpose of a descriptive design is to describe the situation in a particular area, 
such as the levels of single variables or the relationships between them
20
. The 
methods that were used were collection of primary data through the use of self-
completion questionnaires and semi-structured interviews, as well as analysis 
of secondary data collected by others. Interviews are typically considered a 
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method suited for an explorative design, which means that this research 
contains elements of that as well. One of the goals was to describe the situation 
– which was the Chinese students‟ attitudes towards alcohol and food, while at 
the same time the researchers needed to find out more about Chinese students 
and their attitude toward Linie Aquavit specifically, hence the use of 
questionnaires and interviews, respectively. 
2.2 Secondary Data 
Secondary data is defined as data that are collected by other researchers. These 
data are usually collected for other purposes than what you are researching, and 
that might affect the validity, compared to data collected specifically for the 
research aim. Advantages of secondary data include accessibility, as secondary 
data can easily and quickly be found, and cost, since using secondary data is 
often cheaper than collecting one‟s own data. It can also give some background 
information, before doing the primary research, or it can confirm the primary 
data findings. 
Secondary data can be divided into two different categories; these are internal 
and external sources. External sources can then again be split into public 
information and standardized analysis from previous research. One should 
always remain critical toward secondary data gathered, and examine authors 
and sources extensively. 
21
 
2.2.1 External Sources 
The first category of external sources is information that is publicly available, 
often created by authorities, official bureaus or industry organizations. Today, 
a lot of this information is easily accessible online to anyone.  
The second part of the external information is standardized surveys conducted 
by professional analysis bureaus or other instances. This information is often 
made for companies, but is also accessible to the public, but is not always 
available for free. 
22
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The main external secondary source in this thesis consists of a market research 
report about the Chinese alcohol market from the market research company 
DDMA China. 
2.2.2 Internal Sources 
Internal sources are information provided by the company itself, and to only 
rely on these sources can be risky because of the possibility that this 
information can be biased. This is why you should always compare the internal 
information with the external information gathered. 
2.3 Primary Data 
Primary data are data collected by the researchers themselves, for the specific 
use in their own research. Primary data can be collected by communicating 
with people, observing people or by performing document analysis. The two 
main methods of collecting primary data are quantitative and qualitative 
methods. They can be seen as two extremities on a scale, and in many cases 
using a combination of them will be beneficial.
23
 
In this thesis, collection of quantitative data through self-completion 
questionnaires has been the main method used, but the findings from the 
questionnaires have been supplemented by qualitative data gathered from 
interviews and face-to-face communication with Chinese students who have 
participated in a Linie Aquavit tasting event arranged by the authors. 
2.3.1 Quantitative Method 
One of the main objectives of quantitative research is testing theories, and this 
signifies that its approach to the relationship between theory and research is 
deductive. Commonly, hypotheses are deduced from the theory. The concepts 
to be measured need to be operationalized, which for instance could mean 
developing the right questions for a survey, in order to measure the right 
concept. After the necessary data are collected and processed, they are 
analyzed to find out whether the hypothesis can be confirmed or not. 
24
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Common techniques are questionnaires and observation of people‟s behavior 
or reactions. In this thesis the authors have used a self-completion 
questionnaire. 
2.3.1.1 Self-completion Questionnaire 
A self-completion questionnaire is characterized by the fact that there is no 
interviewer. Therefore it is essential that the questions are easy to understand, 
so that the respondent is able to complete the questionnaire without help. 
Usually, self-completion questionnaires have more closed questions, since they 
are easier to answer than open-ended ones. The questionnaire should be 
designed so that it is easy to follow without missing questions. Finally, it 
should not be too long, in order to minimize the risk of the respondent getting 
tired of answering. 
25
 
The self-completion questionnaire used in the quantitative research for this 
thesis, consisted of mostly closed questions and Likert-scales. The questions 
where the Likert-scale was used were mainly questions where the respondents‟ 
answers would range from for example “not important” to “very important”. A 
scale from 1 to 5 was used in all the questions with the Likert-scale. The 
complete self-completion questionnaire can be found in Appendix 2: Self-
completion Questionnaire. 
2.3.1.2 Piloting and Pre-testing of Questionnaire 
To ensure the best possible quality of a self-completion questionnaire one 
should always conduct a pilot study. This involves having a small group of 
people closely similar to, but not included in your target sample, complete the 
pilot questionnaire. By doing this and monitoring the pilot respondents you can 
get valuable feedback on how to improve the final questionnaire. 
Improvements can be done in terms of formulating questions more accurately, 
adding, removing or adjusting closed answer alternatives, changing the overall 
design to be more easily read and comprehensible as well as a number of other 
major and minor improvements. 
26
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2.3.1.3 Reliability and Validity of Quantitative Research 
When performing primary research it is important to make sure that the 
primary data collected conform to the demands of reliability and validity. This 
is to ensure a high level of quality and integrity of the research. 
Reliability 
Reliability refers to the consistency of the measure, both consistency over time 
and internal consistency between indicators of the same concept. It is possible 
to have a high level of reliability even though there is no validity. This would 
mean the researcher is committing a systematical error. The results will be the 
same if the research is repeated, but they will still not measure exactly what is 
intended. 
27
 
In this thesis, the authors were not able to perform a test-retest to determine the 
level of stability, because of time restrictions. The internal reliability seems to 
be high, as there is correlation between measures devised to measure the same 
concept. 
Validity 
Measurement validity has to do with whether or not an indicator of a concept 
really measures what it is intended to. There might be other indicators affecting 
the concept than the ones used in the research, and if the researcher fails to 
acknowledge that, the interpretation of the data might not be valid. There is not 
necessarily anything wrong with the data themselves, it could just be the way 
they are applied or interpreted. It is impossible for an unstable and fluctuating 
(and thus unreliable) measure to be valid.
28
 The authors believe that the 
measurement validity in this thesis is quite high, and that the measures actually 
measure what they are intended to. 
Internal validity concerns whether or not the researcher can assume causality 
between an independent and dependent variable. In this thesis, the authors have 
focused mainly on finding correlations where the demographic variables are 
the independent ones. In cases like this, one can be quite confident that internal 
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validity exists, and that it at least partially influences variation in the dependent 
variable.
29
 
External validity concerns whether or not it is possible to generalize the results 
of the research or not. This is one of the reasons why it is so important to have 
representative samples in quantitative research.
30
 In this thesis, one can be 
quite confident that the sample is representative of Chinese students in 
Shanghai, which means that external validity is high. However, when it comes 
to generalizing about Chinese students in general, the sample is probably not as 
representative, which also means slightly less valid. It is worth noting that 
though the questionnaire was conducted in Shanghai, about 70 percent of the 
respondents were from outside of Shanghai. For more details about this see 
Appendix 4: Home Province of Respondents – China Regions Map. 
2.3.2  Qualitative Method 
This thesis employs both quantitative and qualitative research methods. 
Qualitative research tends to be more explorative and is usually the best design 
when you have little or no understanding of the research topic. Qualitative 
research also mainly involves words rather than numbers and quantification of 
data. Because of this, measuring reliability and validity is done differently than 
with quantitative research.
31
 
To find out more about Chinese students‟ attitudes toward Linie Aquavit the 
authors performed qualitative semi-structured interviews with earlier 
respondents of the self-completion questionnaire. The interviews were 
performed in connection with a Linie Aquavit tasting-event. 
2.3.2.1 Qualitative Interviews 
There are major differences between interviewing in quantitative and 
qualitative research. In qualitative research, the interviews tend to be much less 
structured and are performed with more flexibility to allow the interviewees to 
express themselves deeper and more freely. This is mainly because the goal of 
a qualitative interview is to extract richer, in-depth data, as opposed to more 
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precise, cold hard facts in quantitative interviews. There are many varieties of 
qualitative interviews, but they can usually be categorized into one of either 
two main types: unstructured or semi-structured interviewing. This thesis takes 
use of the latter. 
32
  
2.3.2.1.1 Semi-structured Interviewing 
There is no definite way of performing a semi-structured interview, but what 
separates this group of interviews from unstructured interviews is that the 
researcher usually has a fairly specific list of sequenced questions or topics to 
be covered. This is usually referred to as an interview guide. However, the 
researcher may also ask questions that are not included in the interview guide 
and the interviewee may talk freely about topics not necessarily mentioned in 
the interview guide. The emphasis of the semi-structured interview is on what 
the interviewee expresses and views as important. 
33
 
The Interview Guide 
A considerable benefit of a good interview guide in semi-structured interviews 
is that the researchers create a clear overview of the topics and questions to be 
covered, making the flow of the interview better. When designing the interview 
guide it is important to phrase the interview questions or topics in a way that is 
compatible with your research questions. It is also important that the language 
you use is relevant to your interviewees and easy to understand, especially if 
the interviewees will be using a second language. Just like interviewing in 
quantitative research, a common pitfall is to ask leading questions, this should 
strictly be avoided. After formulating your research questions, you should 
thoroughly review and revise them, perform some interviews with a pilot guide 
and revise the interview questions again before finalizing the interview guide. 
34
 The interview guide can be found in Appendix 3: Interview Guide. 
2.3.2.1.2 Sampling 
When conducting qualitative interviews, one tends not to use random sampling 
to select interviewees. Because of this, a frequently raised issue concerning 
sampling in qualitative interviewing is how the interviewees were selected and 
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how many they were. Because of the more time-consuming process and 
dependency on physical presence by the researchers in qualitative interviewing, 
samples are often believed to be opportunistic or selected by convenience. 
Sometimes, opportunistic sampling can be a way of limiting potential 
influencing factors, and more often, convenience sampling can be a result of 
research limitations. Some argue that because qualitative research aims to 
produce an in-depth analysis, the representativeness of the sample is less 
important than in quantitative research. 
35
 
2.3.2.2 Reliability, Validity and Trustworthiness of 
Qualitative Research 
Reliability and validity are terms that are most suitable for quantitative 
research. However, the terms can be adapted to fit qualitative research better 
and there are also other alternative criteria for evaluating qualitative research. 
These alternative criteria are based on either trustworthiness or authenticity. In 
this part, the authors have evaluated the qualitative research methods used in 
the thesis in terms of the adapted reliability and validity criteria as well as the 
four criteria of trustworthiness: credibility, transferability, dependability and 
confirmability. 
External Reliability 
External reliability is a measure of the degree to which a study can be 
replicated. Because it is unrealistic to effectively replicate a social setting, this 
is normally difficult to conform to in qualitative research. 
36
 The authors 
consider the external reliability to be low. 
Internal Reliability 
Internal reliability refers to whether members of the research team (when there 
is more than one observer) agree about what they see and hear or not. 
37
 The 
five authors of this thesis have all acted as observers and agree that the internal 
reliability is high.  
Dependability 
The criteria of dependability parallel reliability and emphasize the keeping of 
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records of the entire research process for eventual later auditing. 
38
 The authors 
have kept all possible records from the qualitative research in this thesis 
including: original notes, interview transcripts, analyses of each topic/question 
of the interview guide as well as contact information about each interviewee 
and their answers from the self-completion questionnaire that they were also 
respondents of. The authors consider the dependability to be high. 
Internal Validity 
Internal validity refers to whether or not the researchers‟ observations match 
the theoretical ideas and conclusions they develop. 
39
 The authors of this thesis 
have interacted socially with the interviewees previous to and during the Linie 
Aquavit social tasting-event leading up to the interviews. The observations 
made also correspond with the authors‟ experience from extensive interaction 
with over one thousand Chinese students at Shanghai university campuses 
during the self-completion questionnaire fieldwork as well as their general stay 
in Shanghai, China for ten months. The authors conclude that the internal 
validity of the qualitative research in this thesis is high. 
Credibility 
The criteria of credibility parallel internal validity and emphasize that the 
research is carried out in good practice and that the research findings are 
submitted to members of the same social world as the interviewees for 
confirmation that the researchers have correctly understood that social world. 
40
 
The authors believe that the research have been carried out in good practice, 
but because no plans have been made to actively submit the research findings 
to Chinese students, the authors consider the credibility to be medium. 
External Validity 
External validity refers to whether or not findings can be generalized across the 
social settings the interviewees are a part of. 
41
 The findings of this qualitative 
research is not completely suitable to be generalized because the sample 
interviewees consists of respondents with answers from the self-completion 
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questionnaires indicating they would be interested in participating in the Linie 
Aquavit tasting-event. Because of this imbalance and the relatively small 
sample of 18 interviewees the authors consider the external validity to be low. 
Transferability 
Transferability parallels external validity and refers to the possibility of 
transferring findings to other similar contexts based on thick description, the 
rich accounts of the details of a culture. 
42
 Because of the authors‟ experience 
from living in China and rich interaction with Chinese students during the 
making of this thesis, the findings can be considered a thick description of the 
target social group, Chinese students. The authors consider the transferability 
to be high. 
Confirmability 
Confirmability parallels objectivity and emphasize that the researchers can be 
shown to have acted in good faith. Although complete objectivity is considered 
impossible in business research, it should be evident that the researchers are 
not personally biased to influence the performance of the research or the 
findings in any way.
43
 Because the research in this thesis is part of an 
undergraduate diploma thesis to be evaluated the authors have nothing to gain 
from the results of the research findings, but from the academic quality of the 
workmanship of the research. The authors consider the confirmability to be 
high. 
3 Theory 
3.1 Data Analysis 
Because this thesis heavily relies on primary data research the authors have 
chosen to include a section of its own about data analysis to explain the types 
of analysis techniques and tests used in the thesis. 
3.1.1 Quantitative Data Analysis 
When analyzing quantitative data, there are several methods that can be 
applied, depending on whether one wants to analyze one or more variables at a 
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time. When only one variable is analyzed, frequency tables, diagrams and 
charts are suitable for displaying the data. A frequency table shows numbers, 
percentages and how they are distributed. Diagrams such as pie charts and bar 
charts are commonly used to illustrate the distribution of the numbers. 
44
 
When a researcher wants to uncover relationships between two variables, a 
type of bivariate analysis needs to be performed. The main types of bivariate 
analysis include contingency tables (with chi-square or Cramér‟s V), 
Spearman‟s rho and Pearson‟s r. Whichever is appropriate depends on what 
types of variables are being analyzed, for instance nominal, ordinal, interval or 
ratio. 
45
 
All the methods for analyzing relationships mentioned are only able to uncover 
a relationship, not causality. This means that it cannot be concluded that one of 
the variables is causing another, just that they are somehow related. The 
exception is when variables such as age or gender are involved. It is impossible 
for gender or age to be influenced by another variable, so in these cases it can 
be assumed that gender or age is the variable influencing the other one. 
46
 
3.1.1.1 Statistical Significance 
When working with data samples, it is desirable that the findings are 
representative of the population, so that it is possible to generalize. Tests of 
statistical significance can show how confident one can be that the findings 
exist not only in the sample, but in the population as well. These tests usually 
follow a certain structure. 
47
 
 Null hypothesis: One usually has a theory that says a correlation exists. 
Two hypotheses will be formulated: H0 – the null hypothesis, and HA – 
the alternative hypothesis. The null hypothesis represents what happens 
if the theory is not true – that there is no correlation between the 
variables. The alternative hypothesis asserts a particular relationship or 
correlation between the variables, and is consistent with the theory. 
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 Level of statistical significance: Expresses the degree of risk the 
researcher is willing to take that the null hypothesis is rejected when it 
should be retained, or the other way around. It is conveyed as the 
probability level (p) of rejecting the null hypothesis when it should be 
retained. Commonly, p is set at maximum 0.05, which means that the 
chance of committing an error is less than 5 percent. 
 Statistical significance of your findings: If the result of the test is 
significant at the chosen level, the null hypothesis is rejected, and one 
can assume that there is a relationship in the population, and that the 
chance of this result occurring by chance is less than 5 percent. The 
level of p can be computed automatically by computer software such as 
SPSS. 
48
 
 
When deciding whether to reject or retain the null hypothesis, there are two 
main errors that can be made. A type I error occurs when a true null hypothesis 
is rejected. A type II error is when the test fails to reject the null hypothesis, 
even though it is false. 
49
 
It is important to be aware of the difference between statistical significance and 
“economical” significance – or plausible explanation. It is not uncommon to 
rely too much on statistical significance, and forget that there could be other 
factors complicating the matter. This is especially a problem when the sample 
size is very large. In fact, when the sample size is very large, it is possible to 
find statistical significance even though the correlation is meaningless in 
reality. It is therefore important to consider both the computed correlation 
coefficient and the sample size when questioning whether a correlation is 
statistically significant. 
50
 
3.1.1.2 Contingency Tables and Chi-square 
Contingency tables allows for examining the relationships between two 
variables by presenting the variables in columns and rows, including 
percentages of the total number in the column or row. Contingency tables are 
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often presented with a chi-square test. The chi-square test is used to test 
correlations between nominal variables. It works by calculating the expected 
cell count in each cell in a table, and then comparing it to the observed cell 
count in each cell. The chi-square value is used to calculate an associated level 
of statistical significance (p). The null hypothesis is then rejected or retained, 
depending on whether p is significant at the established level. 
51
 
For the chi-square test to be valid there should be enough observations per cell. 
According to some researchers all expected cell counts should be at least 5, 
while others hold that is sufficient that at least 80 percent of the expected cell 
counts are at least five. 
52
 One solution can be to combine rows or columns, if 
this makes sense.  
3.1.1.3 Spearman’s Rho 
Spearman‟s rho is used for calculating the correlation between two ordinal 
variables. The value of rho varies between -1 and 1, where -1 shows a perfect 
negative relationship between the variables, 0 shows no relationship and 1 
shows a perfect positive relationship. Whether the result is statistically 
significant or not is determined by the associated p value computed. 
53
 
3.1.1.4 Types of Variables 
When analyzing quantitative data, the different analysis techniques you have at 
your disposition varies depending on what types of variables your data consist 
of. This is something you should preferably be aware of before you formulate 
the questionnaire questions and closed answer alternatives. The main 
categories of data variables are nominal, dichotomous, ordinal and 
interval/ratio variables.
54
 
Nominal Variables 
These variables are also known as category variables and are comprised of 
categories that cannot be rank ordered. For example, in a question about 
motivation for consuming alcohol, one cannot say that the category “taste” is 
more or less of anything than the categories “social” or “thirst”. Dealing with 
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nominal variables you are restricted to simple analysis techniques like cross 
tabulation. 
55
 
Dichotomous Variables  
These variables contain data with only two categories, gender being a good 
example. One can argue that they can be treated as either nominal or ordinal 
variables depending on whether they can be ranked or not. In the gender 
example it is obviously impossible to say if “male” is more or less of anything 
than “female”. Unless it is a question that allows for evident ranking it is 
normally better to treat dichotomous variables like nominal variables. 
56 
Ordinal Variables 
These are variables whose categories can be rank ordered, but the distance or 
difference between the categories are not equal across the entire range. For 
example on a question of frequency of drinking alcohol together with food, one 
can say that “never” is less than “occasionally” and that “every time” is more 
than “often”. By ranking the answer categories and assigning each with its own 
number, you can use more advanced analysis techniques than with nominal 
variables, like Spearman‟s rank correlation. 57 
Interval and Ratio Variables  
These are variables where the distances between the categories are identical 
across the entire range of categories. In a range from 1-2-3-4-5, the distance 
between each category is the same: 1.0. The variables are called ratio variables 
when the interval variables have a common fixed zero point. This makes them 
perfectly suitable to be compared against each other. Because this is the case in 
most interval variables in business research, the two types can usually be 
treated the same way. These types of variables are the highest level of 
measurement and allows for the use of a very wide range of analysis 
techniques, including advanced covariance and correlation tests. 
58
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3.1.2 Qualitative Data Analysis 
Because qualitative data from interviews tend to be in the form of large 
amounts of text of little or no structure, they are not straightforward to analyze. 
Because of this there are, unlike quantitative data analysis, no clear rules about 
how to perform qualitative data analysis. 
59
 One of the most common 
approaches, however, is called grounded theory. The whole process involves 
up to 12 steps, but the analysis part begins with coding, the extraction and 
structuring of indicators and concepts from the interview transcripts. By 
comparing indicators and concepts categories are generated. These categories 
are further saturated during the coding process, and by exploring relationships 
between categories a hypothesis will begin to emerge. The process of 
qualitative data analysis and coding emphasize heavily on a close relationship 
between the collection and analysis of the data, constantly going back and forth 
the different steps in the process to make constant comparisons and get the 
richest and deepest results from the research. 
60
 
3.2 Internal Analysis 
3.2.1 VRIO-Framework 
The VRIO-framework is an internal environment examination tool. VRIO is an 
acronym for the words Value, Rarity, Imitability and Organization, which is 
what the framework examines. The framework is made to measure competitive 
advantage and the sustainability of this based on the resources and capabilities 
a company possesses. The VRIO-framework ends up in a table showing the 
company‟s internal strengths and weaknesses. In other words, it is an 
evaluation on what points to improve or how to stand clear of some possible 
weaknesses. 
61
 
To place a company‟s resources in the framework there are four questions that 
need to be answered:  
1. The Question of Value: Does a resource enable a firm to exploit an 
environmental opportunity, and/or neutralize an environmental 
threat? 
                                                 
59
 (Bryman & Bell, 2007) 
60
 (Bryman & Bell, 2007) 
61
 (Jaquier, 2010) 
Linie Aquavit – Taste That Really Travels                                           May 2011 
24 
2. The Question of Rarity: Is a resource currently controlled by only a 
small number of competing firms? 
3. The Question of Imitability: Do firms without a resource face a 
cost disadvantage in obtaining or developing it? 
4. The Question of Organization: Is a firm‟s other policies and 
procedures organized to support the exploitation of its valuable, rare, 
and costly-to-imitate resources? 
62
 
When these questions are answered they can help you fill out the frame and 
read out the answers, the finished frame will be like the one shown below: 
Table 3: VRIO-framework 
(Jaquier, 2010) 
As seen from the frame, if answers to all questions have a supportive statement 
toward the selected company, this would indicate that they would have a 
sustained competitive advantage in their field. The frame also shows the 
implications that the advantage will have on the performance of a company. 
The resources or capabilities will give the company a performance above 
normal if they are VRIO or VRO, and normal if the resource or capability is 
only valuable. If it is not valuable, it will give the company a negative effect in 
performance. 
3.2.1.1 Criticism of the VRIO-framework 
Almost everything within a firm can be considered a resource or a capability. 
This makes it hard to know which resources to assess while conducting the 
analysis. Many of the resources and capabilities might be vague but still 
important for a company. This can lead to some resources being overlooked in 
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VRIO, Competitive Implications, and Economic Implications 
Valuable? Rare? 
Difficult to 
Imitate? 
Supported by 
organization? 
Competitive 
Implications 
Performance 
No - - - Disadvantage Below Normal 
YES No - - Parity Normal 
YES YES No - 
Temporary 
Advantage 
Above Normal 
(at least for 
some amount 
of time) 
YES YES YES YES 
Sustained 
Advantage 
Above Normal 
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the selection process and analysis, or to the adding of resources or capabilities 
that are not fully relevant to the analysis. 
In addition, the framework only weighs resources and capabilities one at a 
time, not the total implications for a whole company. This makes it difficult to 
standardize the analysis. 
3.2.2 The Bakka Framework 
Bakka-
Framework 
Trial 
Export 
Extensive 
Export 
Intensive 
Export 
Multinational 
Marketing 
Global 
Marketing 
Export 
Motive 
Operative Operative 
Strategic / 
Operative 
Mainly 
Strategic 
Mainly 
Strategic 
Market 
Choice 
Neighboring 
Country – 
Random 
Many 
Markets 
Concentrated 
Markets 
Market 
Expansion 
Consolidate 
the Triad 
Market 
Share 
The company 
is ”Invisible” 
Insignificant Increasing 
Large in 
Selected 
Markets 
Large in Key 
Markets 
Organization 
”One Man 
Show” On 
Part Time 
Distributor 
”One Man 
Show” On 
Full Time 
Distributor 
Export 
Departments 
Agents 
International 
Division. Sales 
Office 
Global or 
Transnational 
Organization 
Entry 
Strategy 
 
Confirming 
House Piggy-
back 
Agent 
Sales Offices 
in Main 
Markets 
Licensing. 
Production 
Production. 
Alliances 
Market Mix 
Limited 
Promotion. 
Low price 
Product 
Requirement 
Adaption. 
Some 
Promotion. 
Low Price 
Cultural 
Adaption. 
Product 
Advertising. 
Medium 
Price 
Cultural 
Adaption. 
Profile 
Building.  
High Price 
Global 
Products and 
Promotion. 
International 
PR. 
Economic 
Result 
Marginal or 
Negative 
Marginal or 
Negative 
Positive 
Contribution 
Mutual 
Dependency of 
Home Market 
Price Leader. 
Main Source 
of Income 
Figure 2: BAKKA-framework  
(Solberg, 2009) Page 122 
The Bakka framework is an internationalization model that shows different 
stages of internationalization a company can be in. It explains which factor that 
seems to influence the company‟s decisions. 63 A company tends to, with 
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varying speed, move from “Trial export” towards “Global Marketing”. The 
speed depends on how the company and the market develop. 
3.2.2.1 Trial Export 
The company is in its very beginning or has little experience of its export. The 
knowledge about export technical conditions is also very low and can become 
very expensive for the company. Typical lack of knowledge and competence 
can be related to foreign currency, customs, barriers in different countries, 
standards and culture. The company has little knowledge about the market 
conditions, and might get into difficult relations with the participants in the 
market. This can be a result of randomly picked partners, like an agent or an 
importer that might not suit the company. The biggest challenge is to get the 
whole company to support the export, which normally takes 5-6 years before 
starting to generate income. 
64
 
3.2.2.2 Extensive Export 
The company now has a network with agents in many markets, but is 
struggling to follow up on these and the company does not have control or 
enough knowledge about the markets. Normally the company does not have a 
clear purpose with its export, and the CEO is the only person with contact with 
the foreign markets, which prevents the company from getting loyal customers 
on the consumer level. They have less control and gain little competence due to 
the lack of resources. The company uses agents to enter the markets and 
promotion takes place The earnings from the export are small or negative. 
65
 
3.2.2.3 Intensive Export 
The export is now a vital part of the business. The company starts to get more 
experience and competency to make strategic decisions concerning the 
profitable markets, and will pull out of the less profitable markets. The 
company has now organized an export department with a manager. More 
resources gain experience, put focus on market needs and get loyal customers.. 
The company has sales offices in the markets where it has large market shares 
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and an international division operating from the headquarters. The earnings 
from the markets are positive and vital for the company. 
66
 
3.2.2.4 Multinational Marketing 
The export operations are important contributors to the company‟s goals and in 
line with the home market. Export operations are now fully integrated in the 
business, and the company is dependent on it. The growth in the international 
markets is more important than in the home market, which can be limited and 
have few growth opportunities. Marketing plans are customized for each 
market, which demands knowledge and a thorough analysis of the market. The 
company needs to set clear goals for the market and develop a strategy on how 
to reach these goals. 
67
 
3.2.2.5 Global Marketing 
The final stage is where the company has become a major participant in the 
global market. Here, they have a strong position in key markets and the 
products are global. The company is price leader and the global market is the 
main income source. This stage was added by Carl Arthur Solberg. 
68
 
3.2.2.6 Criticism of the Bakka Framework 
A company can inhabit elements from the different stages. This can make it 
difficult to conclude in which stage the company belongs. The Bakka 
framework theory is only in Norwegian, and is not commonly used 
internationally. However, it is based on the book “Internasjonal 
Markedsføring”69 by Carl Arthur Solberg, which is recommended literature 
from BI Norwegian Business School. 
3.2.3 Internationalization Capability 
Having a high level of internationalization capability is a necessity for the 
company to handle strong foreign companies and strong competition. 
70
 
Defining this can be done by analyzing the conditions in the company 
regarding how suited they are for international business. There are three main 
factors that affect the internationalization capability: 
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1. The international company culture 
2. Market share in the reference market 
3. The organization‟s market network  
By analyzing these factors, the one can conclude that an organization‟s 
internationalization capability is “low”, “medium” or “high” related to 
Solberg‟s 9 windows.  
3.2.3.1 The International Company Culture 
The international company culture is the attitudes and the experience that 
characterize the company‟s international engagement. These attitudes and 
experiences can affect the organization positively or negatively regarding 
international challenges. As a result of negative experiences a company might 
back out from a difficult challenge internationally. Positive experiences might 
cause the company to be more risk-taking and to work even harder for a 
similarly difficult challenge. 
71
 There are two tools that can explain the 
circumstances: 
1. The stage in the internationalization process (Bakka framework) 
2. The ACE model 
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3.2.3.1.1 ACE (Attitudes, Competence, Embodiment) 
 
Figure 3: ACE model 
(Solberg, 2009) Page 138 
The international company culture can be described by the ACE-model, 
formulated in “Internasjonal Markedsføring”72 as “Den gode eksportsirkel” 
(literally: “the good circle of export”), which shows a circle of how different 
factors influence each other during export operations. This model looks deeper 
into the company‟s attitudes, competence and embodiment, and describes step 
by step how the international company culture evolves. The company needs to 
have an internal engagement and support the internationalization process. This 
will help the company gain valuable experience and knowledge about the 
international market. The company‟s international culture will then develop 
step by step and become stronger in regards to international business. 
73
 
3.2.3.1.1.1 ACE - Attitudes 
Strong attitudes throughout the whole company are very important. These will 
affect the activities and decisions a company makes. To evaluate the attitudes, 
it is important to look deeper into these four factors: 
 Risk taking 
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 Market orientation 
 Cultural understanding 
 Solution orientation 
Risk Taking  
Research shows that companies that have the courage for high risk-taking tend 
to be more successful exporters than those who are more reserved. A strong 
economy or strong knowledge about their market gives better basis for making 
decisions regarding the market. An export division shows that the company 
considers the international market as an opportunity for their business, and is 
willing to use resources and capital to achieve international goals. 
74
 
Market Orientation 
 
Figure 4: Market Orientation 
 (Solberg, 2009) Page 16 
According to Solberg,
75
 market orientation is an absolute condition for long-
term profitability in international markets. Decisions are based on information 
and feedback from the market, rather than just from one‟s own point of view 
and one‟s own product which characterizes sales orientation. The company 
needs to know the market and the customers‟ needs and then develop a 
marketing plan and get profits through satisfied customers. They need to 
consider what kind of customers they want, whether it is a big segment or a 
niche segment. Distribution channels and their strongest participators are also 
important to know. In market orientation, it is also important to build networks 
for long-term connections with customers and other stakeholders. The profits 
will come through customer satisfaction. 
76
 
Cultural Understanding 
There are often major cultural differences from one country to another and 
these need to be acknowledged in order to understand the market and get a 
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well-functioning distribution network. In particular, there are differences 
between typical Western cultures (North-American and European) and Eastern 
cultures (Middle Eastern and Asian). Geert Hofstede did a research project on 
the multinational company IBM in 64 countries. The result was a score for 
each country on the following dimensions: Power distance, Individualism, 
Masculinity, Uncertainty avoidance and Long-term orientation (versus short-
term orientation). This shows how big some differences can be and the 
challenges a company faces in international markets. 
77
 As said by Geert 
Hofstede: "Culture is more often a source of conflict than of synergy. Cultural 
differences are a nuisance at best and often a disaster." 
78
 
Solution Orientation 
When a company enters a new foreign market, it will meet and have to deal 
with barriers. Examples of barriers that could make business more difficult are 
taxes, shipping costs, protectionism, distribution channels, political difficulties 
and sometimes cultural differences. For a successful exporter, these challenges 
are not an obstacle for the business. Insight on how to avoid or reduce the 
challenges may make the market attractive. International trading is growing 
and organizations like the World Trade Organization (WTO), European Union 
(EU) and European Free Trade Area (EFTA) make trading across borders less 
difficult. This reduces major barriers in some markets.
 79
 
3.2.3.1.1.2 ACE - Competence 
It is important for a company to have general skills and insight. However, some 
skills and insights are more valuable than others. Research shows that 
successful exporters are significantly better in sales technique than 
unsuccessful exporters. Insight in government support gives the opposite result, 
where the unsuccessful have more insight than the successful. No definite 
conclusion can be drawn from this, but a wrong focus can explain the result. 
The experience of a company is usually reflected by the stage in which the 
company is located in the Bakka-framework. The company knows that the 
driving force in the market is to establish a strong strategy in order to get loyal 
customers. A tendency for exporters seems to be that those who do not succeed 
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focus most on the physical product and less on research and development, and 
cooperation with the customers. The more successful companies focus on that 
and in addition have strong competence in pricing policy, sales personnel, and 
how to organize the distribution channels to be effective. Successful exporters 
seem to be more market oriented with knowledge about the market, and are 
acquiring valuable information from their distribution channels, while more 
unsuccessful exporters tend to be sales oriented and focus only on the product.
 
80
 
3.2.3.1.1.3 ACE - Embodiment 
The whole organization needs to be working on the same questions, especially 
in the top management, even though the export operations do not concern them 
yet. Research shows that the management in successful export companies 
spends much time on internationalization. In unsuccessful export companies, 
the managers who are not operatively engaged in exports (financial manager, 
production manager, CEO) spend less time on export. This normally changes 
when the company is dependent on the export, but this will then take more 
time, and can be expensive for the company. The company is also likely to 
succeed if they concentrate on strategy and reinvestment to follow the market 
growth.
81
 
3.2.3.1.1.4 Criticism of the ACE-model 
The ACE-model has no answer for the weighting of the three factors, and will 
therefore make it difficult to evaluate the business culture. The weighting can 
vary from business to business. However, the factors affect each other. The 
model is used in “Internasjonal Markedsføring”82 by Carl Arthur Solberg as 
“Den gode eksportsirkel”, which is recommended literature from BI 
Norwegian Business School. The authors find the model relevant to the thesis. 
3.2.3.2 Market Share in the Reference Market 
The reference market is the market a company normally refers to as their home 
market, where they have a good foothold. A company normally has more cash 
flow with a high rather than with a low market share. It is a necessity to have a 
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good foothold in the home market before going abroad. The first years in a new 
market will normally not gain any profit, and the home market will give the 
profits for the company and financial support for the internationalization 
process. Without a good market share in the reference market, the company‟s 
capability for international marketing will be low.
 83
 
3.2.3.3 The Organization’s Market Network 
A good market network is an absolute necessity for a company to succeed 
internationally. Without a good network, a company will lack access to 
valuable information from the market. It can be difficult to develop a good 
strategy when the company knows where it wants to go, but it does not know 
how to get there. The information from the network, and trust, loyalty and 
common set of norms will stimulate the company‟s ability to develop global 
strategies and motivate it to engage more in international markets.
84
 
The most common forms of market network organization will now be 
examined. 
Importer 
The importer buys the product from the exporter and takes the responsibility 
for the marketing of the product and the financial responsibility. The importer 
operates in the market, and therefore in a different country than the exporter 
and often imports products from many different exporters. For the exporter, the 
financial risk decreases, however, the exporter becomes financially dependent 
on the importer. The exporter has little or no contact with the next link in the 
distribution chain or the final customer, this means that the importer rules over 
the market information. 
85
 
Agent 
With an agent, the exporter gives away the responsibility for promoting and 
arranging the sales. The agent provides orientation back to the exporter about 
the market condition. The agent operates under the exporter‟s name and gets 
paid by commission. The agent often imports products from many different 
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exporters and usually knows the market and the product well. The other 
functions in the distribution system need to be taken care of by the exporter, so 
to use an agent is considered as more informative than to use an importer. The 
disadvantage of using an agent is the risk of opportunistic behavior from the 
agent, to try to get a higher commission. 
86
 
Sales Office 
With a sales office in the market, the exporter has the best possible contact 
with the market. Having a sales office would be beneficial when the exports 
reach a high volume and cover the costs, resulting in profit. A sales office is 
used in the most important markets, where the marketing needs to be covered 
best. The exporter gets good information from the market, and will only focus 
on its own products. A problem that can occur if the sales office has success is 
that the cooperation with the head office can be difficult and the sales office 
considers itself as more valuable than the head office. Good communication 
can prevent this. 
87
 
3.3 External Analysis 
3.3.1 PEST-Analysis 
A PEST analysis is an analysis of the macro-environment where a company 
operates. PEST is an abbreviation for the macro-environmental factors 
Political, Economical, Social and Technological. 
88
 
Political 
Political factors refer to governmental policies and regulations. The factors can 
also concern legal issues that a company must obey. Examples of political 
factors include tax laws, environmental regulations, trade and tariff.
89
 
Economical 
Economical factors are factors that affect purchasing power and capital cost 
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levels. Examples of economical factors include interest rates, currency, 
inflation and changes in the economic situation.
90
 
Social 
Social factors are closely tied to differences and changes in the social situation 
of the environment in which a company operates. Demographics and culture 
are important factors. Examples of social factors include population size, age, 
education and wealth.
91
 
Technological 
Technological factors concern the changes in technology. These changes can 
be new or better technology, improvements, products and processes. Examples 
of what technological factors can contribute to include lower costs, more 
effective and better ways of doing business, innovation and quality 
improvements.
92
 
3.3.1.1 Criticism of the PEST-Analysis 
The authors‟ critique of the PEST analysis is that it mainly is a tool to get an 
overview of the current political, economical, social and technological factors 
in a company‟s macro-environment, without actually giving a combined 
picture of the factors. This means that you are reliant on another analytical tool, 
such as a SWOT analysis, to really get an applicable answer. 
3.3.2 Porter’s Five Forces 
Porter‟s Five Forces is a framework that is made for the purpose of industry 
analysis and business strategy development. The framework determines the 
substantial long-run attractiveness of a market or a market segment. The model 
shows the industry competitors, suppliers, buyers, substitutes, and potential 
entrants, and elaborates on the threat these factors pose to a company and their 
micro-environment.
93
 
The five competitive forces are shown in the model below: 
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Figure 5: Porter‟s Five Forces 
(Kotler & Keller, 2009) Page 334-335 
This framework will help the authors to assess the market situation and the 
attractiveness of the market. The threats posted by Porter‟s Five Forces are as 
follows: 
3.3.2.1 Threat of Intense Segment Rivalry 
This threat shows that a segment is unattractive if it contains any one or more 
of these conditions: 
 Contains numerous, strong or aggressive competitors 
 It is stable or declining 
 Production capacity needs to be raised excessively 
 Fixed cost or entry barriers are high 
 Competitors have high stakes in staying in the segment 
These conditions will lead to frequent price wars, advertising battles, and new 
product introductions. This will make it costly and hard to compete within this 
segment.
94
 
3.3.2.2 Threat of New Entrants 
The threat of new entrants correlates with how high or low the entry barriers 
are in a segment; with low entry barriers new companies, and thus competitors, 
have a low cost of entering the segment. Entry barriers may be the probability 
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of retaliation from the firms already within the segment, access to industry 
distribution channels and economy.  
To determine the segment‟s attractiveness, the company also has to assess the 
exit barriers for the given segment. The following model shows the difference 
between markets with high and low entry and exit barriers: 
 
 
Figure 6: Barriers and Profitability 
(Porter, 1998) Page 22 
The threat the new entrants pose to the company as competitors will be that 
they have new capacity, the will and desire to gain market share, and often 
substantial resources. This leads to reduction in prices and lower earnings for 
all companies in the segment.
95
  
3.3.2.3 Threat of Substitute Products or Services 
The total threat of substitute products or services is a combination of the 
consumers‟ cost of changing, eagerness to substitute, the performance, as well 
as the price of the substitute. 
In a broad sense, all firms in an industry are competing, especially companies 
within the same segment. Competition between different companies within a 
segment can lead to a price drop and limit the maximum price, and thus to loss 
of potential profit for the company. The substitutes will not only steal profits in 
normal times, but will lead to a lower gropotential wth of the industry as a 
whole, in a booming period.
96
 
                                                 
95
 (Porter, 1998) 
96
 (Porter, 1998) 
Low, 
stable returns
Low, 
risky returns
High, 
stable returns
High, 
risky returns
Exit Barriers 
Low 
Low 
High 
High 
Entry Barriers 
Linie Aquavit – Taste That Really Travels                                           May 2011 
38 
But if the substitute successively enters the market, the organizations 
competing can interact in collective industry actions such as marketing 
strategies to better the position of the segment as a whole.
97
 
3.3.2.4 Threat of Buyer’s Bargaining Power 
This is a threat that appears if the buyers of the product have power to push the 
price down. Buyer‟s bargaining power is often strengthened if the following 
conditions are true
98
:
 
 
 There is little differentiation between products in the segment 
 Consumers‟ costs of changing to competitor‟s product are low 
 There are few dominant buyers among consumers 
 The product in the segment is standardized 
3.3.2.5 Threat of Supplier’s Bargaining Power 
This threat explains the power that suppliers have over an industry to influence 
prices to gain profitability for themselves. A supplier group is powerful if the 
following conditions apply: 
 The supplier group is dominated by a few companies and is more 
centralized than the industry it sells to 
 There is little or no competition between suppliers 
 The industry is not the supplier‟s main customer  
 Supplier product is important to company as an input 
 Their products are differentiated or switching to competitor involves 
costs  
 If the suppliers post a credible threat of buying up other companies to 
gain control over all distribution of a product 
These factors can make a market unattractive for a company.
99
  
A way to defend yourself against this is to build up a win-win relationship with 
your suppliers so that they not necessarily will gain on increasing their 
prices.
100
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3.3.2.6 Criticism of Porter’s Five Forces framework 
Typical errors committed when using this model include that the author is 
analyzing a company segment too narrowly or too wide, or is analyzing all 
forces with equal effect instead of inquiring into the most important ones. 
Another error might be to use the framework to declare a segment attractive or 
unattractive, but not using it as a stepping stone for the strategic choices.
101
 
3.3.3 The Industry’s Globality 
Analysis of the industry‟s globality gives the authors the external element of 
Solberg‟s 9 Windows, and builds on the factors of international competition 
structure and globalization forces. The model gives an answer to whether an 
industry is global or if it is more local. The external part of the model is as 
shown under: 
 
Figure 7: Model for Strategy Decisions in International Markets 
(Solberg, 2009) Page 141 
3.3.3.1 International Competition Structure 
To analyze the competition in the industry, the participants can be identified 
and evaluated on their international engagement and organizational strengths. 
In a global competitive structure, the big international corporations dominate 
and the structure is very concentrated. The corporations have many different 
areas of activities. In a potentially global structure, both small and medium-
sized companies participate, and the smaller companies have fewer products, 
while the bigger corporations have many products. Another difference is that 
the large corporations have a high international orientation, while the small 
companies have a lower international orientation. In a local structure, there is a 
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high concentration of small and medium-sized companies with low 
international orientation focusing on few products.
102
 
3.3.3.2 Globalization Forces 
Generally, there are three forces that prevent globalization. These are:  
Protectionism in Different Countries 
An example of protectionism can be subsidies to local participants in the 
industry to make them more cost competitive internationally. Technical 
standards, customs, taxes and rules of local content can prevent international 
companies in entering the market. This kind of discrimination is opposed by 
trade organizations like World Trade Organization and others, whose goal is 
more free trade.
103
 
Nationalistic Attitudes from Buyer 
Nationalistic attitudes can be related to how the buyer wants the seller to adapt 
to their demands. This can be point of delivery and specifications. This can be 
seen as protectionism, although it is more a result of buyer‟s culture and not an 
actual political barrier. 
104
 
Different Preferences Among Purchasing Groups or Different Traditions 
Related to Technical Solutions 
There are differences in what the customers prefer and are used to. An example 
to explain this can be the use of different electric plugs in a country. If a 
product‟s specifications do not fit or the consumers favor a different solution in 
the same product, then this can be a barrier for a company. 
105
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3.4 Strategy 
3.4.1 Solberg’s 9 Windows 
 
Figure 8: Solberg‟s 9 Windows  
(Solberg, 2009) Page 149 
Solberg‟s 9 windows is a model that gives the company a signal on which 
strategic choices it should take. First, the internal analysis needs to be done to 
establish the company‟s internationalization capability, then an external 
analysis to establish the industry‟s globality. From this, the authors will find 
out in which one of the 9 windows the company belongs. 
106
 
1. Stay in Your Domestic Market 
The industry is local and the company‟s internationalization capability is 
low. There are few or no threats of changes in the market or the 
competition. The company lacks the international capability to go 
international, so export operations need to be done in small steps to gain 
experience and market share. 
107
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2. Consolidate the Position in Established Markets 
The industry is local and the company‟s internationalization capability is 
medium. The market is still isolated, but the company has a certain position 
in some export markets. The internationalization capability has been 
strengthened by some experience. The management should do a close 
analysis of the markets and their products and focus on the strongest. It is 
important that the company strengthens the market position further in their 
valuable markets. 
108
 
 
3. Seek New Business Markets 
The industry is local and the company‟s internationalization capability is 
high. The company has gained good international experience, but the 
market is not developing in a global direction. The company should 
consider making use of their experience and position, and seek new 
markets or new product areas. Especially a market leader in the home 
market should consider this strategy. 
109
 
 
4. Seek Niches in the International Markets 
The industry is potentially global and the company‟s internationalization 
capability is low. The company is very vulnerable for competition in their 
market, because of the low experience with international business. A 
strategy can be to seek or establish niche markets in the home market, 
where it can develop competitive advantage. This will split up the market 
and increase the company‟s position. The company must gain experience 
from the international markets, so that it can develop its strategy through 
gradual internationalization. Financial support and support from a 
management team is important for the company to develop this strategy. 
110
 
 
5. Consider Expansion to New Markets 
The industry is potentially global and the company‟s internationalization 
capability is medium. The company has some experience from international 
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markets, and they have developed an international business culture. The 
company should base its strategy on the possible global direction the 
industry is moving towards. Market networks and market positions in 
strategic important markets must be developed to have control over 
important customers and competitors. These strategic markets are the 
competitors‟ home markets, so the company can beat their competitors by 
establishing customer relations with important customers there. 
111
 
 
6. Prepare Globalization 
The industry is potentially global and the company‟s internationalization 
capability is high. The company has developed a strong international 
business culture, and has a solid position in established markets. The 
company should prepare for the market to turn global. A financially strong 
company should consider strengthening its position through acquisition in 
markets where it does not have a firm foothold. In markets where it has a 
weak position, it should seek alliance partners. All these adjustments 
contribute towards a global market. It is important to get into the 
competitors home market to be able to beat them, in case they enter the 
company‟s own home market. 112 
 
7. Prepare for a Possible Acquisition 
The industry is global and the company‟s internationalization capability is 
low. The company poses no threat to the major competitors and the 
competition is hard and characterized by scale advantage. The big 
competitors will release new products at the same time in big important 
markets to get first mover advantage or scale advantage. One possible 
action is to seek niche markets where the global forces are not present yet, 
so the company can gain international experience. This can be difficult, and 
the other alternative will be to find an acquisition candidate among the 
global actors, and increase the value of the company by selling it. 
113
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8. Seek Global Alliances 
The industry is global and the company‟s internationalization capability is 
medium. The company is in a global market, but is just partly prepared for 
it. The company should seek an alliance partner to strengthen its 
qualification for internationalization. The partners can be joint venture 
partners, license partners, partners in production sharing or/and marketing. 
The company needs to build up its network and protect and develop their 
established market positions. 
114
 
 
9. Strengthen Your Global Position 
The industry is global and the company‟s internationalization capability is 
high. The company can handle the market situation because of the good 
business culture. The company needs to strengthen its position in central 
markets and follow the changes in customer preferences, new technology, 
costs - for both competitors and in each country, and political changes. 
Central markets, which are often Western, are markets where potentially 
tough competitors can be found. The company needs to “Think global – act 
local” and they need to have the ability to adjust changes in the market. 115 
3.4.1.1 Criticism of Solberg’s 9 Windows 
In some cases, the industry‟s globality and internationalization capability is 
considered in between stages, which will result in that the company will be 
placed in between windows. Then there will not be any clear strategy 
recommendation. Solberg‟s 9 Windows is only in Norwegian, and is not 
commonly used internationally. However, it is based on the book 
“Internasjonal Markedsføring”116 by Carl Arthur Solberg, which is 
recommended literature from BI Norwegian Business School. 
3.4.2 The SWOT-Analysis 
The SWOT-analysis is “the overall evaluation of a company’s strengths, 
weaknesses, opportunities, and threats”117. The SWOT-analysis is designed to 
analyze internal and external factors for a company in its environment. SWOT 
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is an acronym of the four words strengths, weaknesses, opportunities and 
threats. Strengths and weaknesses make up the internal environment, while 
opportunities and threats make up the external environment. A SWOT-analysis 
is a very helpful tool when one wants to get an overview of internal and 
external weaknesses and strengths of the company. 
118
 
The authors of this thesis have chosen to perform a double weighted SWOT, 
based on three matrices. These three matrices are the competitive matrix, the 
opportunities matrix and the threats matrix. The competitive matrix measures 
the strengths and weaknesses of the company up against the importance they 
make in the market. The opportunities matrix measures the success probability 
of the opportunities up against the how attractive they are for the company. The 
threats matrix measures the probability of a threat occurring up against the 
seriousness of the threat. The three matrixes put together make up the basis of 
the strategic problem definition (SPD). The SPD form a base of the market 
strategy Arcus should use for penetrating the Chinese market with Linie 
Aquavit.  The SPD give indications as to how to exploit strengths and 
opportunities, while reducing weaknesses and threats.
119
 
3.4.2.1 Criticism of the SWOT-Analysis 
A SWOT analysis is not a complete strategic analysis on its own, and this 
might lead to hasty conclusions and the wrong values within the frame. The 
SWOT analysis is more of a tool for concluding the findings done in the 
internal and external environments of a company.  
In addition, the SWOT does not give much information on the sustainability of 
the advantages concluded.  
Therefore the authors have found it necessary to combine the SWOT analysis 
with other more narrow strategic analysis tools to get a wider view of the 
strategic planning process.  
3.4.3 The Marketing Mix 
For marketers to be able to create, communicate and deliver value for 
consumers, E. Jerome McCarthy has put together a set of marketing activities, 
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called the four Ps, which make up the marketing mix. The marketing mix is a 
useful tool when planning your marketing activities. It consists of four Ps: 
Product, Price, Place and Promotion. 
120
 
The table below shows the particular variables that each P consists of. 
Product Price Place Promotion 
Product variety 
Quality 
Design 
Features 
Brand name 
Packaging 
Sizes 
Services 
Warranties 
Returns 
List price 
Discounts 
Allowances 
Payment period 
Credit terms 
 
Channels 
Coverage 
Assortments 
Locations 
Inventory 
Transport 
Sales promotion 
Advertising 
Sales force 
Public relations 
Direct marketing 
Table 4: The Four Ps of the Marketing Mix  
(Kotler & Keller, 2009) Page 63 
These 4 Ps represent the tools available for the marketer to influence both trade 
channels and final consumers. Marketers should use them to customize their 
offering to the market, set a price that offers real value, choose where the 
product should be available and inform the consumers the appropriate way. 
121
 
4 Secondary Data 
4.1 Market Situation in China – DDMA Report 
Because the aim of this thesis is to give Arcus knowledge about the drinking 
habits of Chinese students in food-related settings, it can be very useful to 
know what the Chinese spirits market looks like as a whole. An interesting part 
of this is finding out where and when Chinese people usually consume spirits. 
By using data collected in a study conducted by DDMA Business Consulting 
China for Arcus in 2010
122
, the authors get a clearer picture of the situation. 
However, this study concerns Chinese people from higher personal income 
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groups, and not students. This means that these findings cannot be compared 
directly to the primary data findings in this thesis.  
4.1.1 Consumption of Spirits in China 
The research report tells a story of a fragmented market. It is found that 1 
percent of the total volume of spirits consumption is found in Western-style 
bars. These are bars that are visited by several types of drinkers, and where 
new brands and categories of alcohol regularly are put on trial. According to 
DDMA‟s research, beer is the most popular category in Western style bars, 
while international spirits are gaining foothold. Western bars, KTVs, discos 
and nightclubs are usually considered the most important for Western spirits, 
partly because báijiǔ rarely is consumed there. 
The next category is KTV (Karaoke TV), which represents 3 percent of the 
total volume of spirits consumption. KTVs are Chinese karaoke bars that by 
DDMA are categorized into two key types. The first type, hereafter type A, are 
private hired rooms where the customers generally drink in groups of four and 
upwards. In these type A style KTVs, hostesses provide the service. Beer, 
whiskey and cognac are the main alcohol categories that are consumed, and 
karaoke and drinking is the activity of choice. Type A KTVs are often venues 
for business occasions. 
The second type of KTV, hereafter type B, is a more private social venue. 
Customers sing and socialize. As in type A, a private room is hired, but there 
are no hostesses. Instead there is a snack and food service. Type B KTVs are 
popular with females and young men. 
Nightclubs and Discos represent 2 percent of the total volume of spirits 
consumption. They are on a general basis visited by young drinkers, which 
normally attend in groups of four or more. Beer, whiskey and vodka are the 
alcohol categories consumed, while báijiǔ is not common in this channel, since 
it is a spirit traditionally consumed with food. The same goes for KTVs and 
bars.  
On a general basis, customers visit nightclubs and discos on social and 
informal occasions. 
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Chinese Restaurants stand for 60 percent of the total volume of spirits 
consumption, making it by far the largest category according to DDMA‟s 
research. About 55 percent of the respondents had been to a Chinese restaurant 
during the previous week. Chinese restaurants are central in China‟s social 
culture and play a very important role both for business and social purposes. 
The type of restaurant visited depends heavily on occasion and/or company. 
Beer, wine and báijiǔ are the dominant alcohol categories consumed. 
International spirits do not hold a strong position in this channel, and volumes 
consumed are small. This is due to cultural preferences and the fact that most 
international spirits are considered incompatible with Chinese food from a taste 
perspective.  
At Home/Off-premise consumption stands for 34 percent of the total volume 
of spirits consumption, making it the second largest channel of spirits 
consumption in China according to DDMAs research. It is a channel dominated 
by beer, wine and báijiǔ. Like in Chinese restaurants, international spirits do 
not represent a great volume, and thereby has no significant share in this 
channel. However, this channel is overall the single largest channel, with more 
than 70 percent consuming alcohol at home at least once a week. 
4.1.1.1 Overview of Alcoholic Drink Categories in the 
Chinese Market 
The DDMA report shows that in terms of alcoholic beverage category, beer is 
by far the largest one. Almost 90 percent of the respondents drink beer at least 
once a week. The second largest category is wine, with more than 40 percent 
consuming wine at least weekly.   
Additionally, there are four key categories of spirits in the Chinese market 
according to DDMA´s research. These four are vodka, whiskey, cognac and 
báijiǔ. Interestingly, it seems that Western companies all promote their spirits 
in the exact same manner towards the Chinese market, probably because of 
Chinese consumers‟ low level of familiarity and experience with the products. 
Vodka has traditionally been looked upon as a Russian drink. In China, this 
has given negative connotations. However, the perception of vodka has 
changed over time, and vodka is now enjoying significant growth. The most 
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important players within the category are Absolut, Smirnoff, Finlandia and 
Stolichnaya. A fifth brand, Grey Goose, is enjoying rapid growth in Shanghai 
and Beijing. The category is somewhat fragmented though, as there are 
excessive amounts of smaller brands and domestic distillers producing their 
own brands of vodka. 
Whiskey has enjoyed large growth in the Chinese market during the last few 
years. The growth is mainly due to aggressive advertising and promotion by 
Johnnie Walker and Chivas Regal. Interestingly enough, changes in the use of 
whiskey have occurred, including the popularity of mixing whiskey with green 
tea in order to make the spirit more palatable.  
Cognac enjoyed great success in China in the 1990‟s, but has had many 
struggles since. This is partly due to government cutbacks in entertainment 
budgets and unveiling of large scale smuggling operations. In 2005, cognac 
volumes were for the first time exceeded by whiskey volumes. 
Báijiǔ is China‟s domestic spirit category. It generates sales of just under 500 
million cases annually. This does not only make it the largest category of spirit 
in China, but also in the world. Of the above-mentioned, an estimated number 
of 80 million cases are Premium or Super Premium báijiǔ, which retails at very 
high prices, exceeding prices of international spirits by far. The category is 
fragmented, with over a thousand domestic distillers. However, only five of 
them are key national players. 
5 Data Findings Quantitative Research 
To find out more about Chinese students‟ attitudes toward alcohol in general 
and related to food specifically, the authors made and handed out self-
completion questionnaires to Chinese students of four of the biggest 
universities in Shanghai. The authors ended up with 1260 respondents. 
5.1 The Self-Completion Questionnaire 
The self-completion questionnaire consisted of 17 questions concerning the 
respondents‟ thoughts, preferences and behavior concerning alcohol and food. 
The questions were a mixture of closed answer questions and Likert-scales. 
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The questionnaire also had 8 questions concerning the demographics of the 
respondents. 
The questionnaire also included information about the planned Linie Aquavit 
tasting-event with the possibility for the respondents to include their contact 
information if they wanted to be contacted about this in the future. The self-
completion questionnaire can be found in Appendix 2: Self-completion 
Questionnaire. 
5.1.1 Sample 
To ensure that the research data would be as valid as possible the authors tried 
to collect an as large as possible sample. The initial goal was 1000 respondents, 
but as it turned out, time allowed for one extra day of fieldwork, resulting in a 
total of 1260 respondents. 
To ensure the best representative sample of the target population - Chinese 
students, the authors decided to try to include students from several different 
universities and fields of study. The main campuses of four of the biggest 
universities in Shanghai were chosen for fieldwork: 
Fudan University (Handan Campus) 
http://www.fudan.edu.cn/englishnew/ 
Tongji University (Siping Campus) 
http://www.tongji.edu.cn/english/ 
Shanghai University (Baoshan Campus) 
http://www.shu.edu.cn/en/indexEn.htm 
Shanghai Jiao Tong University (Minhang Campus) 
http://en.sjtu.edu.cn/ 
The fieldwork was performed between March 16
th
 and March 23
rd
 2011. 
5.1.2 Piloting and Pre-testing Questions 
Piloting and pre-testing questions was performed March 11
th
. The authors 
ended up with four Chinese pilot-respondents as well as a handful of 
Norwegians that were monitored while completing the questionnaire and 
interviewed after. The two groups provided different, but equally valuable 
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feedback. The pilot-questionnaire was then systematically revised, resulting in 
a number of improvements of the questionnaire.  
5.2 Presentation of Quantitative Data Findings 
In this part of the thesis the findings from the self-completion questionnaire as 
well as results from SPSS analyses based on this data will be presented. All 
data gathered from the questionnaires can be found in Appendix 7: Self-
completion Questionnaire Data Set.  
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5.2.1 Data Findings: Respondents 
Our respondents amounts a sample of 1260 Chinese university-level students. 
In the following section the data from the demographic part of the 
questionnaire will be presented, showing who the respondents are in terms of 
gender, age, marital status, field of study, their socioeconomic background 
(parents‟ level of education) and where they grew up. 
Gender 
The gender distribution is near 
50 percent, which is not 
surprising considering the 
relatively large sample. This 
should increase the external 
validity of the research data. 
Age 
Most of the respondents were 
below the age of 25, with a 
majority between 21 and 24. 
The target respondents were 
university-level students, and 
the age distribution 
corresponds with this. 
Marital status 
The majority of the 
respondents were single. Age 
seems to correlate with this, as 
more of the older students 
were in a relationship or 
married. 
 
 
47,38 %
51,67 %
0,95 %
Male
Female
Missing
33,33 %
56,43 %
9,52 % 0,24 % 0,48 %
18-20
21-24
25-30
30 +
Missing
73,89 %
22,86 %
0,71 %
1,67 %
0,87 %
Single
Relationship
Cohabitant
Married
Divorced
Widowed
Missing
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Field of Study 
The most popular field of 
study among the respondents 
was engineering. A large 
part of the respondents 
studied science subjects 
including mathematics, 
physics and chemistry. The 
third most popular field of 
study was business and 
economics.  
Educational level of the 
respondents‟ parents 
These questions were used as 
indicators of the respondents‟ 
socioeconomic background. 
SPSS analyses show that 
these variables are correlated 
to some answers on questions 
concerning alcohol. These 
findings will be presented in 
the next section. The results show that the respondents‟ fathers have slightly 
higher education than their mothers. 
Home province of respondents 
Although the largest group of respondents (28.02%) consisted of Shanghai 
locals, the respondents were asked about their home province, municipality or 
region in the hope of discovering correlations with answers concerning alcohol 
attitudes. To make analyses easier the answers are grouped into the four main 
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economic geographical regions illustrated in the map of China below. 
 
Figure 9: Home Province of Respondents – China Regions Map 
 The East Coast: 60.32 %  Central China: 17.70 % 
 Northeast China: 8.41 %  West China: 10.71 %              Missing/others: 2.86 % 
The complete list of the respondents‟ home provinces can be found in 
Appendix 4: Home Provinces of Respondents – China Regions Map. 
Population in hometown 
Most of the respondents are 
from big cities. However, this 
does not provide a 
representative view of the 
population, as the largest group 
of the sample was Shanghai 
locals. 
5.2.2 Data Findings: Alcohol and Food 
In the following section the findings from the questionnaire concerning the 
respondents‟ thoughts, preferences and behavior towards alcohol and food is 
presented. 
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1.1 Main motivation for 
consuming alcohol  
The main motivation for 
consuming alcohol is clearly a 
social factor, followed by taste. 
2 percent of the respondents 
specified that they never drink 
alcohol. This number is 
probably not representative of 
the population as some of the Chinese students who were approached during 
fieldwork did not want to complete the questionnaire because they did not 
drink alcohol. 
1.2 Preferred type of alcohol in 
combination with food  
Beer and wine is the most 
popular type of alcohol 
combined with food, but as 
much as 27 % of the respondents 
does evidently not prefer 
alcoholic beverage in 
combination with food. This 
indicates that the respondents 
are not very fond of stronger alcohol types combined with food. 
1.3 The most important 
factor when deciding type of 
alcohol to buy 
Taste is the overall most 
important factor among the 
respondents when deciding 
type of alcohol to buy, 
followed by brand and price. 
However, interesting correlations were found between this variable and several 
demographic variables that will be discussed in the next section. 
61,67 %
24,29 %
12,14 %
1,90 %
Taste
Brand
Price
Missing
58 %28 %
3 %
3 %
2 %
2 %
2 %
2 % Social
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missing
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Other
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47 %
27 %
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Cocktails
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2.1 How the respondents value different types of alcohol in terms of taste 
For this question the respondents were asked to evaluate different types of 
alcohol in terms of taste. The answers were measured with a Likert-scale from 
1 to 5, where 1 indicates “not good” and 5 indicates “very good”. 
 
The skewness of these columns indicates how well the respondents evaluated 
the different types of alcohol in terms of taste. Báijiǔ, White Spirits and Brown 
Spirits skew to the left and indicate towards “not good” and Beer, Wine and 
Mixed Drinks skew to the right and indicate “very good”. The most logical 
conclusion to draw from this is that the respondents prefer the milder tasting 
alcohol types. 
2.2 Importance of drinking 
alcohol that complements the 
food  
Seemingly, the respondents are 
not very conscious about 
drinking alcohol that 
complements the food, only 26 
percent of the respondents name 
this as important or very 
important. The authors suspect 
that this is because the respondents do not drink alcohol together with food 
very often in the first place. 
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2.3 Do you think you 
drink more or less alcohol 
than your average peers?  
The findings on this 
question show a clear 
indication that Chinese 
students believe they drink 
less than their average 
peers. This is shared by both 
genders, but as will be 
discussed later, the female respondents were even more certain they drank less 
alcohol than their peers. 
2.4 Importance of brand 
when choosing an alcoholic 
beverage  
Brand is overall among the 
respondents relatively 
important. There were, 
however, certain 
demographic variables that 
correlated with the answers 
on this question. 
2.5 Importance of brand‟s country of origin when choosing an alcoholic 
beverage 
The importance of a brand‟s 
country of origin is 
apparently not as important 
as the brand itself. Related 
findings are discussed in the 
qualitative data findings part 
later in the thesis.  
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3.1 How many times have 
you consumed alcohol in the 
last 30 days? 
The reported actual alcohol 
consumption among the 
respondents turned out to be 
surprisingly low, less than 15 
percent reported to have 
consumed alcohol more than 3 times during the last 30 days. 
3.2 How many alcohol units 
do you usually consume when 
enjoying alcohol? 
One alcohol unit is in this 
context defined as one beer or 
one glass of other alcohol 
types. As the findings show, 
the respondents not only report 
to drink rarely, but drink relatively few units when they consume alcohol as 
well. 
3.3 Where do you usually 
consume alcohol?  
The respondents report to most 
usually consume at restaurants, 
and at the private homes of 
their friends and themselves. 
Later SPSS analyses showed 
that that the majority of the 
respondents reporting to 
consume alcohol at pubs, clubs or KTV‟s were female. 
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3.4 How much money (RMB) 
do you usually spend when 
drinking alcohol? 
Most of the respondents reported 
to spend a relatively small 
amount of money when drinking 
alcohol. 50 percent spend less 
than 30 yuan and only 11 
percent spend more than 100 yuan. 
3.5 How many times did you eat 
at restaurants the last 30 days? 
The respondents report to eat at 
restaurants much more frequently 
than they report to drink alcohol. 
However, a “restaurant” in China 
can be establishments of quite a 
wide degree of standards.   
3.6 Who are you usually with 
when you are visiting 
restaurants?  
The majority of the respondents 
reported to usually be with friends 
when visiting restaurants. This is 
consistent with who they would 
prefer to be with according to the 
findings from the semi-structured 
interviews. 
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3.7 Do you drink alcohol when 
you eat at a restaurant? 
Only a small part of the 
respondents answered that they 
never drink alcohol when eating at 
a restaurant, while most 
respondents drink occasionally. 
3.8 How much money (RMB) do 
you usually spend per person 
when eating at restaurants? 
The respondents gave quite 
diverse answers when asked about 
how much money they usually 
spend per person when eating at 
restaurants. Most of them seem to 
usually spend more than 20 but 
less than 100 yuan. 
3.9 How much money (RMB) do 
you spend on alcohol per person 
at restaurants? 
The amount of money the 
respondents reported to spend on 
alcohol at restaurants amounts to a 
considerably smaller amount than 
how much they spend per person at 
restaurants in general. 
5.2.3 SPSS Analyses 
The data from the survey consist mostly of data at an ordinal and nominal 
level, which means that it limits the number of tests one can use to check for 
correlation, and to test the hypotheses. Of the tests suitable, the chi-square test 
and Spearman‟s rho have been used. 
To be able to use the chi-square test on more variables, there was a need to 
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recode some variables. In this case, it meant grouping categories with few 
responses together, so that in the chi-square test there would be more than 80 
percent cells with an expected count of 5 or more. If there were less than 80 
percent, the test would not be valid, as this is the lowest number accepted. 
123
 
In some questions, it was hard to group variables without losing too much 
information, which meant that it was not possible to utilize the chi-square test 
and get valid results. This is especially the case for question 3.6, which 
indicates that this was a poorly designed question. The demographic variable 
about where the respondents are from originally had alternatives for all 
provinces and regions in China. However, this made it difficult to get valid 
results from the tests in SPSS, thus making this variable unusable. To try to 
solve this, the provinces were put together into four large regions (See 
Appendix 4: Home Province of Respondents – China Regions Map). 
Unfortunately, this did not solve everything, which means that some test results 
were still not valid. 
The research questions are focused on finding relationships between the 
demography of the respondents and their thoughts, preferences and behavior 
related to alcohol. This means that in a lot of the cases, one could infer a causal 
direction, because obviously variables such as gender, age and so on cannot be 
influenced by other variables, which means that gender and age are the 
independent variables.
124
 
The demographic variables that the authors have made the measurements based 
on are as following: Gender, age, mother‟s education, father‟s education, origin 
(home region/province) and population in hometown. 
According to Bryman and Bell
125
, one always has to consider both statistical 
significance and correlation coefficient, because a large sample size could 
cause the correlation coefficient to be found statistically significant, even 
though the relationship is very weak.  
                                                 
123
 (Field, 2005) 
124
 (Bryman & Bell, 2007) 
125
 (Bryman & Bell, 2007) 
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The complete SPSS transcripts can be found in Appendix 8: SPSS Transcripts.  
5.2.3.1 Findings 
Question 1.1: “What is your main motivation for consuming alcohol?” 
Gender does not seem to have any influence on the respondents‟ main 
motivation for consuming alcohol. Furthermore, none of the other correlations 
between other demographic variables and question 1.1 are valid. Meaning none 
of the demographic factors are proven to influence the main motivation for 
consuming alcohol.  
Question 1.2: “What type of alcohol do you usually prefer with food? 
(Beer, wine, báijiǔ, cocktails, white sprits, brown spirits and „do not prefer 
alcohol‟)” 
The test results show that the respondents‟ gender does seem to influence their 
preferences towards alcohol related to food. More males than females tend to 
answer that they prefer beer or báijiǔ, while more females than males tend to 
prefer wine or cocktails. The respondent‟s age does not influence the 
respondents‟ answer to question 1.2. The educational level of the respondent‟s 
parents does not seem to influence what type of alcohol the respondents prefer 
with food. It is very likely that the sample size causes significance in a 
Spearman‟s rho tests, which means that the relationship between the two 
variables is not very strong in reality. The population of the respondents‟ 
hometown does not influence the respondents‟ answers either. The test 
between respondent‟s geographical origin and this question did not provide a 
valid result. 
Question 1.3: “Which one of these factors is the most important when 
deciding type of alcohol to buy?” 
Gender is significantly correlated to which factor is most important when the 
respondents are deciding what type of alcohol to buy. Taste seems to be 
slightly more important to females, while brand and price are a little more 
important to males. Age is correlated to which factor is most important when 
deciding type of alcohol to buy. While taste is the most important for all age 
groups, price and especially brand seem to be more important to those older 
than 25 years old. Mother‟s education is correlated to which factor is the most 
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important when deciding type of alcohol to buy. Taste is the most important 
factor to all. However, brand seems to be slightly more important to those with 
higher educated mothers. Father‟s education also influences which factor is the 
most important, where it seems like price is less important to those with higher 
education. The respondent‟s place of origin is not significantly correlated to 
question 1.3. Population of hometown is statistically significant for which 
factor is the most important when deciding type of alcohol to buy, with the 
most obvious difference being that price is less important to respondents from 
cities with over 4 million inhabitants. 
Question 2.1: “How would you value these different alcohol types in terms 
of taste? (Beer, wine, báijiǔ, white spirits, brown spirits, mixed 
drinks/cocktails and „do not prefer alcohol‟)” 
There is a significant correlation between gender and questions 2.1. The most 
visible differences between the genders are that males seem to value beer and 
báijiǔ higher, while females seem to value mixed drinks slightly higher. In a 
Spearman‟s rho test, only the respondents evaluation of báijiǔ is correlated to 
age, but the correlation coefficient is so low that it is most likely only 
significant because of the large sample size. The correlation between the 
mother‟s or the father‟s education and question 2.1 is statistically significant 
with a few of the alcohol types. However, they are probably significant due to 
the large sample size, as they all have a low correlation coefficient. This means 
that in reality, parents‟ educational level do not influence much. The 
respondent‟s place of origin and questions 2.1.1 (wine) and 2.1.5 (mixed 
drinks) were significantly correlated, but hard to find an obvious pattern. The 
rest of the questions were not correlated. The same applies to population of the 
respondents‟ hometown.  
Question 2.2: “Do you think it is important to drink alcohol that 
complements the food?” 
There is a correlation between gender and question 2.2, but it is not very 
strong, and there is no clear pattern. The test does show that the correlation 
between the respondent‟s age and question 2.2 is significant, but since the 
correlation is very weak, it is possible that the large sample size affects the 
significance. Considering this, it is likely that the respondents‟ age does not 
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influence much. Neither the mother‟s nor the father‟s education is correlated to 
the respondents‟ answers to question 2.2. The respondent‟s place of origin is 
not significantly correlated to this question. The population of the respondents‟ 
hometown does not influence the respondents‟ answers either. 
Question 2.3: “Do you think you drink more or less alcohol than your 
average peers?” 
Gender and origin are the only demographic variables that influence whether 
the respondents think they drink more or less alcohol than their peers. Females 
tend to answer that they drink much less than their peers. Additionally, it seems 
that respondents from North East China tend to think that they drink slightly 
more. The other demographic variables do not seem to influence thoughts 
about if they drink more or less alcohol than their peers. 
Question 2.4: “How important are brands to you, when choosing an 
alcoholic beverage?” 
Age is the only demographic variable that is significant to question 2.4, 
however, like mentioned before it is probably due to the large sample size. The 
other demographic variables are not significantly correlated to question 2.4. 
Question 2.5 “How important is a brand‟s country of origin when 
choosing an alcoholic beverage?” 
Gender is significant to question 2.5. The most visible difference is that 
females tend to answer that the importance is higher than what males answer. 
Age is significant, but it is probably due to the large sample size. The 
remaining demographic variables are not significantly correlated to question 
2.5.  
Question 3.1: “How many times have you consumed alcohol in the last 30 
days?” 
Gender is significant to question 3.1. The most visible difference is that more 
males than females answered that they drank two or more times during the last 
30 days before they answered the questionnaire. Age is significant, but as in 
many of the other questions, it is probably due to the large sample size. The 
other demographic variables are not significantly correlated to question 3.1. 
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Question 3.2 “How many units do you usually consume when you enjoy 
alcohol?” 
Gender is significant to question 3.2. The most visible difference is that slightly 
more females than males answer 0, 1 or 2 units. Age is significant, but it is 
probably due to the large sample size. The remaining demographic variables 
are not significantly correlated to question 3.2. The test between respondent‟s 
geographical origin and this question did not provide a valid result. 
Question 3.3: “Where do you usually consume alcohol?” 
Gender is significant to question 3.3. The most visible difference is that slightly 
more males than females choose restaurants, even though “restaurants” is the 
most common answer overall. Slightly more females than males answer at 
home. The remaining demographic variables are not significantly correlated to 
question 3.3. The authors were unable to get valid results when testing for 
correlation between population and question 3.3. The same is true for the 
variable place of origin. 
Question 3.4: “How much money (RMB) do you usually spend when 
drinking alcohol?” 
Gender does not seem to influence the respondents‟ answer to question 3.4. 
Age, mother‟s education and father‟s education is significantly correlated, but 
again this is probably because of the large sample size, as the correlation 
coefficient is very low. Population of hometown is not correlated to question 
3.4. The test between respondent‟s geographical origin and this question did 
not provide a valid result. 
Question 3.5: “How many times did you eat at restaurants the last 30 
days?” 
Gender is significantly correlated to the respondents‟ answer to question 3.5. 
The most visible difference between genders is that a larger percentage of 
females than males answer that they ate at restaurants more than 10 times last 
month. Age, population of hometown and place of origin are not correlated to 
question 3.5. The educational level of the respondent‟s mothers and fathers is 
correlated to question 3.5 in that higher educational level seems to indicate 
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more frequent visits to restaurants, but it is possible that the significance is due 
to the large sample size as well.  
Question 3.6: “Who are you usually with when you are visiting 
restaurants?” 
The respondents‟ gender is significantly correlated to question 3.6. Slightly 
more males than females answer colleagues, while more females than males 
answer family. Age is also correlated, but there are no valid test results. This is 
also the case with mother‟s educational level, father‟s educational level and 
population. The test between respondent‟s geographical origin and this 
question did not provide a valid result either. 
Question 3.7: “Do you drink alcohol when you eat at a restaurant?” 
The respondent‟s gender does influence question 3.7. Females seems to answer 
never more frequently than males, while males answer often more frequently. 
Age, mother‟s educational level and father‟s educational level are significant, 
but it is probably due to the large sample size. Population and place of origin 
are not significantly correlated with question 3.7. 
Question 3.8: “How much money (RMB) do you usually spend (per 
person) when eating at restaurants?” 
Gender, mother‟s educational level and father‟s educational level are not 
significantly correlated with question 3.8. Age and population are significant, 
but it is probably due to the large sample size. Place of origin seems to be 
correlated to this question, but there is no obvious pattern. 
Question 3.9: “How much money (RMB) do you usually spend (per 
person) on alcohol when visiting a restaurant?”. 
Gender is significant to question 3.9. However, it is difficult to see any clear 
patterns of difference. Age is significant, but it is probably due to the large 
sample size. The remaining demographic variables are not statistically 
correlated to question 3.9. The test between respondent‟s geographical origin 
and this question did not provide a valid result. 
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6 Data Findings Qualitative Research 
6.1 Introduction 
To find out more about Chinese students‟ thoughts, attitudes and behavior 
concerning Linie Aquavit, a group of respondents who had answered the 
questionnaire was invited to attend a tasting event. This event included 
information and teaching about Linie Aquavit, tasting of Linie Aquavit 
combined with food and beer, and a qualitative semi-structured interview of 
each person. 
6.2 Semi-structured Interviewing 
The purpose of this event was to find out more about the students thoughts 
about Linie Aquavit. As this was a specific topic that the students were to be 
interviewed about, the authors found it reasonable to use the technique semi-
structured interview. It was not desirable that the interviewees strayed too far 
from the main topic. However, some additional questions might be added, and 
the interviewees would not be discouraged from elaborating further on some 
questions, if they wanted to. Additionally, as all the authors were conducting 
interviews, it would be easier to compare the answers if the interviewers 
generally followed the same structure. The interview guide can be found in 
Appendix 3: Interview Guide. 
6.3 Sample 
The sample for this qualitative semi-structured interview is based on 
respondents from the quantitative self-completion questionnaire. From the 
sample of 1260 respondents, the authors invited the ones who had indicated 
they would be interested in participating in a Linie Aquavit tasting-event and 
gave responses indicating a high score on one or more of following questions: 
 Preference for brown spirits in combination with food (questionnaire 
question 1.2) 
 High or very high score on taste value of brown spirits (questionnaire 
question 2.1) 
 High or very high score on importance of drinking alcohol that 
complements the food (questionnaire question 2.2) 
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 High or very high score on amount of times consumed alcohol during 
last 30 days (questionnaire question 3.1) 
 Most usually consumes alcohol at restaurants (questionnaire question 
3.3) 
 Drink alcohol often or every time eating at a restaurant (questionnaire 
question 3.7) 
 Spends over 100 yuan on alcohol when visiting a restaurant 
(questionnaire question 3.9) 
This resulted in a group of 444 respondents showing potential for matching a 
hypothetical target consumer segment of Linie Aquavit based on the 
knowledge attained so far. The authors tried to send invitations by e-mail or 
SMS to all these respondents, but it is hard to say how many actually received, 
read and understood the invitation. The authors received 34 positive RSVPs, 
and out of these, 18 respondents actually showed up at the event and were 
interviewed. 
Out of the 18 interviewees, 11 were female and 7 were male.  
6.4 The Tasting Event and Interviews 
The event was held Thursday April 28
th
 at Salabim restaurant, a popular 
student restaurant right outside the main campus of Tongji University in 
Shanghai, one of the four universities where the questionnaire fieldwork was 
conducted.  
Time: 6:30 PM – 10:00 PM. 
Event Agenda: 
 Arrival and registration 
 Information about Linie Aquavit and tasting of the product 
 Dinner and more tasting 
 Interviews 
The interviewees got to taste both room temperate and chilled Aquavit, both 
from 5cl glasses. 
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The food consisted of cod with bacon, lamb, mashed potatoes and vegetables. 
The food was served with beer and/or water. 
After the interviewees had finished their food, they were interviewed 
individually. The interviewing was done by the authors in pairs, with one 
talking and one person thoroughly taking notes. 
During the entire event, all of the authors consistently interacted with the 
interviewees, teaching them about Linie Aquavit and learning a lot of 
interesting information not necessarily included in the actual interview 
transcripts. 
6.5 Interview Answers and Conclusions 
The interview consists of three parts: 
 Part 1 – Taste and drinking qualities 
 Part 2 – Drinking circumstances 
 Part 3 – Other product qualities and exclusivity 
The following is a summary of answers and conclusions of all the 18 
interviewees on each of the 14 questions. The interview transcripts can be 
found in Appendix 5: Semi-structured Interview Transcripts. 
6.5.1 Part 1 – Taste and Drinking Qualities 
1.1: What do you think about the taste? Can you try to describe it? 
Most of the interviewees think Linie Aquavit tastes good, but most of them 
also mention it is strong/spicy or hot. Some males think it could have been 
even stronger, but half of the females think it is too strong. A few of them said 
that they think it would be a good drink for men, but not for women. Some of 
the interviewees, mostly women, mention that it smells good. Similarity with 
Chinese liquors like báijiǔ and máotái is mentioned several times. It is also 
compared to vodka and whiskey. One man also mentioned that “the color looks 
like Chivas”. 
1.2: What do you think about drinking it as a shot? 
Most of the interviewees prefer sipping Linie Aquavit. More than half of the 
women did not dare to try shots, and half of the women who tried said it was 
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too strong/spicy/hot. Two men and two women said it was good or not a big 
difference from sipping. Reasons for not daring to try shots included: “afraid to 
get burned in the throat”, “afraid to get drunk” and “girls don‟t drink much 
spirits in China”. 
1.3: What do you think about sipping it during a meal? 
Nearly all the interviewees prefer sipping Linie Aquavit during a meal. Only 
two persons said the combination with food made no difference. Some stressed 
that they prefer sipping over shots and that they like to drink slow. Many 
mentioned that they liked it best combined with cod. One person said fatty food 
like cod is a good match with strong alcohol, and another person even said that 
Linie Aquavit made the cod taste better too. Lamb, bacon and potatoes were 
also mentioned as individual preferences.  
1.4: Would you prefer to drink it chilled or at room temperature? 
All of the interviewees definitely prefer to drink Linie Aquavit chilled from the 
refrigerator. Most of them, especially the women reason this with the fact that 
it tastes less strong/spicy/hot. Some said that it makes them feel refreshed or 
cooler when you are hot. Two of the men explain that it is better enjoyed 
because it is hot outside and that summer is on its way, and both of them adds 
that they may have preferred room temperate  Linie Aquavit if it was winter. 
Other individual reasons for preferring the chilled drink include: “because it is 
not so sweet”, “it tastes less” and “it is just like water!” 
1.5: Would you prefer to drink Linie in small or large glasses? 
The interviewees enjoyed Linie Aquavit from small glasses (5cl) before the 
interview, combined with water and beer in larger glasses. Nearly all of the 
interviewees preferred small glasses when asked. The most common reason for 
this was that Linie Aquavit is strong/spicy/hot and that it makes it best to drink 
slowly, in small sips. Other reasons for preferring small glasses include that 
Aquavit is similar to báijiǔ or máotái and “small because you do not drink it 
because you are thirsty!”. One woman said she preferred small glasses but that 
“my father would like it in a large glass”.  One man said that he would prefer a 
bigger glass if he did not know it was traditionally enjoyed in small glasses in 
Norway and also added that “Usually in China, we drink wine from disposable 
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glasses of medium size.” All the ones who would prefer larger glasses said that 
they would still drink it slowly and in small sips.  
6.5.1.1 Conclusion Part 1 - Taste and Drinking Qualities: 
 Men and women agree that the taste is good and unlike other spirits 
apart from a few individual comparisons with báijiǔ, máotái, whiskey 
and vodka. 
 Most of the women think it is too strong/spicy for them. 
 Men and women agree that this is a drink men enjoy best. 
 Men and women prefer sipping over shots. This is because it is too 
strong/spicy as a shot. 
 Men and women prefer to sip Linie Aquavit during a meal/combined 
with food rather than alone. 
 From the dinner the interviewees had before the interviews, both men 
and women named cod as the best match with Linie Aquavit. 
 Men and women unanimously prefer to drink Linie Aquavit chilled 
over room temperate. This is because it tastes less strong/spicy and 
feels refreshing/cooling.  
 Two men explained that the season and warm temperature both outside 
and inside could be an important factor, and that they might have 
preferred to drink Linie Aquavit room temperate in winter. 
 Men and women agree that small glasses are best because Linie 
Aquavit is strong/spicy and should be enjoyed slowly in small sips.  
 There were some contradictions about what is standard glass size for 
similar Chinese drinks like báijiǔ and máotái. Some say it is enjoyed in 
small glasses and one man said that in China it is most usual to drink 
“wine” from medium sized plastic cups. 
Comments: 
 The interviewees use the English word “wine” when speaking about 
both Linie Aquavit and similar Chinese spirits like báijiǔ and 
máotái, even though these drinks traditionally are high in alcohol 
volume.  
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 Beer on the other hand is not considered as alcohol as it is in 
Norway. The interviewees view beer more similar to water, ice tea, 
soft drinks etc than other alcoholic drinks like wine, liquor and 
spirits. 
6.5.2 Part 2 - Drinking Circumstances 
2.1: What other product would you drink while enjoying Linie during a 
meal? 
There was little consistency among the interviewees on this question, but the 
most popular answers were beer and water. A few of the females who 
answered water said this was because Linie Aquavit is so strong that they do 
not need another type of alcohol. Some said that maybe Linie Aquavit would 
be better by itself. Other drinks mentioned were: Tea, coffee, ginger water, 
Sprite and Coca Cola. One man speculated about how Linie Aquavit would 
taste “mixed with Coca Cola, like with Jack Daniels”. 
2.2: What kind of food do you think Linie is best for? 
Most of the interviewees seem to believe Linie Aquavit is best with Western 
food. They either literally mention “Western food” or “not Chinese food”. One 
man suggested Chinese seafood. Specific food that was frequently mentioned 
includes beef/steak, potatoes, lamb and fish. Barbeque, bacon, pizza, spaghetti, 
broccoli, vegetables, fruit, banana and peanuts were also mentioned. Other 
interesting answers: “Peanuts, like with báijiǔ”, “Not spicy food. Well cooked, 
but not fried food. And things that taste little” and “I haven‟t tried with Chinese 
food, so it‟s hard to say. Chinese food is always with beer, not alcohol.” 
2.3: To what occasion do you think Linie is best to enjoy? 
It is very clear that the interviewees view Linie Aquavit as something that 
should be enjoyed at special, important occasions. The most frequent example 
of this was Chinese holidays and festivals, official/formal events and 
ceremonies or business settings, success in career etc. The men elaborated 
distinctively more on this question. The women mentioned parties, nightclub 
and bar more than the men, and also included anniversary and banquet. Some 
interviewees included who they would want to enjoy Linie Aquavit together 
with when answering this question, most of them mentioning that they would 
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not like to enjoy this with their families or at family reunions because of the 
high alcohol volume/fear of getting drunk. A few men answered that they 
could see themselves enjoying Linie Aquavit on an average day or even alone: 
“Not every day, but maybe some days one cup”. “When you break up with 
someone, feeling sad. Maybe when you are alone, watching a good action 
movie. Like a treat to yourself, to have a good time.” 
2.4: Who would you like to enjoy Linie with? 
Most of the interviewees answer friends on this question, but there are some 
differences between the male and female answers. Some of the men mention 
formal settings, with business clients, and again that they could drink at home 
and by themselves. One man also mentioned that he would prefer to be with 
Western friends and colleagues, because Linie Aquavit is Western. The women 
give impression of settings that are more informal. Parties and dating settings 
are mentioned by several: “with gentlemen who like spirits”, “just friends, they 
can dance with me” and “with a coming boyfriend, but not on a date, in a 
party!” Two women say they would like to enjoy Linie Aquavit with a current 
husband or boyfriend, and one man had this to say: “With girlfriend. It is kind 
of romantic, the equator is a symbol of forever.” 
6.5.2.1 Conclusion Part 2 - Drinking Circumstances: 
 Men and women both mention beer and water as preferred drinks to 
enjoy combined with Linie Aquavit. 
 Western red and white wine was not mentioned even once as a product 
they would like to enjoy with Linie Aquavit. 
 Men and women agree that they believe Linie Aquavit is best with 
Western food. 
 Beef/steak and fish/seafood are mentioned most frequently of specific 
foods. 
 Men and women agree that Linie Aquavit should be enjoyed at special, 
important occasions like holidays, festivals and other important days. 
 Men elaborate on more formal settings like ceremonies and business 
related settings. 
 Women mention more informal settings like parties or dating/romantic 
situations. 
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 Men and women agree that Linie Aquavit would be enjoyed best with 
friends. 
 Some of the interviewees explicitly express that they would not enjoy 
Linie Aquavit with their families, because it is too strong. They fear the 
family would not like it, or they fear that they or their family members 
would get overly drunk. 
Comments: 
The following things seem to be very important to Chinese students:  
 Honoring holidays, festivals and other important traditions 
 Career success 
 A happy relationship/marriage 
 Avoid “losing face” from being noticeably drunk 
6.5.3 Part 3 - Other Product Qualities and Exclusivity 
3.1: What positive elements (if any) do you associate with Norway, as a 
producer of Linie Aquavit? 
The interviewees have difficulties answering this question, especially the 
women. Some answer that they associate nothing special at all with Norway, 
and some answer the sea journey of Linie Aquavit and “Linie. Taste that really 
travels.” Generic stereotypical Norwegian associations like nice, beautiful, 
cold, snow, white, north, Scandinavia, Finland, the West etc are mentioned. 
Some say that cold places have strong liquor. One woman said: “People in 
Norway have strong characters and like liquor, because in a cold place you 
need to get warm.” One man said he associated Norway with high quality. 
3.2: What do you think about the bottle and label? Please give the 2 most 
positive elements. 
The men seem to like the bottle and label more than the women. They 
especially like the boat and the history about the sea journey, the reverse label 
and “Linie. Taste that really travels”. The women are more indifferent with 
answers like nice, simple, okay, no reason not to like it, pretty good, suitable 
etc. One woman was very specific with her feedback: “Fits in a pirate ship. 
Like Jack Sparrow. Funny and creative label, but too many decorations. 
Remind about a pirate.” 
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The name “Linie Aquavit” was the subject of a few contradicting statements. 
One woman said “the name, water of life is very interesting”. Another woman 
said that it needs a Chinese label if to be sold in China. One man on the other 
hand said: “I don‟t understand the words „Linie Aquavit‟, but that might make 
people curious to try it”.  
The most interesting thing learned from this question is that many of the 
interviewees think the bottle looks too similar to beer. Both the size and the 
shape of the bottle and the color remind them of beer, and many were surprised 
that it was strong liquor. “I didn‟t think it would be so spicy!” “I would think it 
is beer if I was given no description”. Pictures of Linie Aquavit compared to a 
beer bottle can be found in Appendix 6: Linie Aquavit and Chinese 650ml Beer 
Bottle. 
Some suggestions were about making the bottle more special. “It would be 
hard to notice next to other wines. Does it come in a package? No? It should be 
in a package.” Or as one woman said: “It is okay, but the bottle should be 
thinner/slimmer, especially between the body and the neck of the bottle.” 
3.3: Would you consider Linie Aquavit as a gift, and if so in what occasion 
and to whom? 
Nearly all the interviewees consider Linie Aquavit as a good gift, except for 
two women. Gift giving is common in China, especially cigarettes and alcohol, 
and they mention guānxì and similarities with máotái. It is very clear that these 
gifts should be given to people you respect and are senior to yourself, like your 
boss/supervisor, teacher or older generation family members. The occasions for 
giving gifts are also important, like special holidays, festivals, birthdays, 
teacher‟s day, after final exams, or in relation to business success. One of the 
women says that she would not give Linie Aquavit to family and friends 
because they would not feel familiar with it and prefers Chinese gifts. A man 
said that Linie Aquavit is “A good choice for present because of the good 
impression and reputation of Europe and Norway and Sweden. North Europe 
has good reputation. Especially old people love to give alcohol and cigarettes. I 
would give to grandpa, not friends.”  
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3.4: As a gift to somebody, what two positive things would you say about 
Linie to explain what it is? 
One interesting thing learned from this question is that nearly all the men 
would explain both the brand story/sea journey and that it is Norwegian, 
whereas only a few women said they would explain this. The women put more 
emphasize on the taste and smell and that it is very strong/spicy. Some also 
said they would express masculine qualities of Linie Aquavit, for example 
“Good for a strong man”, “I would give to my father and say it is expensive 
and very spicy, special for you!” and “It will give you the braveness to do 
something, become like Johnny Depp.” 
 
3:5 What would you guess is the price of one bottle? How much would you 
actually pay? (RMB) 
 
Males: 
Interviewee 
ID 
10 14 25 37 38 39 40 Average 
Guess ¥2000 ¥1000 ¥2000 ¥1000 ¥500 ¥60 ¥600 ¥1023 
Would Pay ¥1000 ¥1200 ¥500 ¥500 ¥300 ¥60 ¥600 ¥594 
Table 5: Interview Question 3:5 – Males 
Appendix 5: Semi-structured Interview Transcripts 
Females: 
Int. ID 1 11 12 16 19 26 30 32 33 34 41 Avg. 
Guess ¥1500 ¥600 ¥500 ¥2000 ¥3000 ¥60 ¥60 ¥500 ¥1000 ¥200 ¥300 ¥884 
W.P ¥500 ¥450 ¥400 ¥1500 ¥600 ¥60 ¥60 ¥100 ¥1000 ¥200 ¥300 ¥470 
Table 6: Interview Question 3:5 – Females 
Appendix 5: Semi-structured Interview Transcripts 
Average guess both genders: ¥954 
Average would pay both genders: ¥532 
The interviewees had considerable difficulties guessing the price of one bottle, 
and deciding how much they would actually pay for one bottle. The answers 
vary with everything between 60 and 3000 yuan. The male interviewees values 
Linie Aquavit higher than the female, and also have a higher threshold for what 
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they would be willing to pay. The difference between guessed price and what 
they would actually pay is fairly equal at 58 percent for males and 53 percent 
for females.  
Many of the interviewees explained that they would only want to buy this at 
special and important occasions, some only once a year. One man said he 
would take the opportunity to buy if the product was sold at a discount.  
6.5.3.1 Conclusion Part 3 - Other Product Qualities and 
Exclusivity 
 The interviewees have weak associations with Norway. 
 Most associations with Norway are generic and stereotypical. 
 Western products and especially Northern European are attractive and 
have a good reputation for quality among many, but not all Chinese 
students. 
  Men like the bottle and label more than women. 
 The shape of the bottle is considered very normal and suggestions from 
the interviewees include: 
o The bottle should be thinner/slimmer, especially between the 
body and neck. 
o The bottle should be sold in a package, like some brands of 
báijiǔ and máotái. 
 The shape of the bottle and the color of Linie Aquavit make it very 
similar in appearance to beer. 
 The label and name “Linie Aquavit” does not tell the Chinese 
interviewees what the product is. Contradicting comments were made 
about this: 
o It makes people curious to try it. 
o The label should be in Chinese. 
o The literal translation “Water of life” is very interesting. 
 Linie Aquavit is viewed as a good gift similar, but not replaceable to 
báijiǔ and máotái. 
 Gifts are given to people of seniority, people you respect or people 
from older generations. 
 Alcohol gifts are traditionally given to men, not women. 
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 Gifts are given in relation to special and important occasions like 
holidays, festivals, birthdays, ceremonies, success in business or other 
important events.  
 When asked about what they would tell about Linie Aquavit when 
giving it as a gift, the answers varied between men and women: 
o Men would explain the “Linie. Taste that really travels” brand 
story, and that it is Norwegian. 
o Women would explain about taste and smell, and of the 
product‟s masculine qualities 
 Most interviewees have difficulties valuing Linie Aquavit, but the 
average estimate ends up fairly high at 954 Yuan. This is similar to 
máotái and other exclusive báijiǔ. 
 Both men and women have a lower threshold for what they would 
actually pay, at an average of 532 yuan, about 56 percent lower than 
their estimated value. 
 Both men and women have a lower threshold for buying as a gift rather 
than for themselves. 
 Almost all the interviewees also add that they would only buy the 
product for special occasions. 
 
Comments: 
 Giving gifts is a very common tradition in guānxì and Chinese culture. 
 Sales of cigarettes and alcohol boost considerably in connection with 
Chinese holidays and festival seasons.
 126
 
7 Primary Data Findings Conclusion 
Based on the data findings from the quantitative and qualitative research the 
authors will now try to address research questions 1 - Thoughts, 2 - 
Preferences, 3 - Behavior and 4 - Linie Aquavit. The conclusions drawn are 
based on findings from the quantitative self-completion questionnaires and 
qualitative semi-structured interviews. See chapters 5 and 6 for references. 
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 (Asia One Business - China's Lunar Holiday Retail Sales Surge, 2011) (China Retail News - 
China's Retail Sales Reached CNY290 Billion During Spring Festival, 2009) 
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Research question 5 - Strategy will be addressed in Chapter 12 – Conclusion 
and Strategy. 
7.1 Research Question 1 - Thoughts 
What are Chinese students' thoughts about alcohol in general? 
The majority of the respondents reported that their main motivation for 
consuming alcohol is social factors. A total of 66 percent of the respondents 
believe that they drink less or much less than their peers.  
One interesting observation learned from the interviews is that the interviewees 
use the English word “wine” as a collective term that includes both Western 
red and white wine, Western sprits and Chinese spirits like báijiǔ and máotái. 
The authors suspect that this may be a result of language differences, and that 
they use this word as a direct translation of the Chinese word “jiu” which 
actually is a pretty generic term for all alcoholic beverages.  
Another interesting seemingly mutual understanding among the interviewees is 
that beer is referred to and considered a separate type of beverage, outside both 
the collective terms of “wine” and “alcohol”. It is considered closer to other 
groups of thirst quenching beverages like soft drinks, tea etc. 
Alcohol is, together with cigarettes, considered a very suitable gift for men. 
This is closely related to guānxì, an important part of Chinese culture based on 
developing and maintaining relationships both in private and business. Gifts 
are given to persons with social seniority, including supervisors, teachers, 
people from older generations or other people you respect. The gifts are given 
in occasion with holidays, festivals, birthdays, ceremonies or other important 
events and celebrations in private and business life. Sales of cigarettes and 
alcohol boost considerably in connection with Chinese red-letter days and 
certain seasons.
127
 
The interviewees would be willing to pay more for alcohol as a gift as opposed 
to own consumption. 
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What are Chinese students' thoughts about alcohol related to food? 
50 percent of the respondents reported that they considered the importance of 
drinking alcohol that complements the food low or very low. Another 23 
percent of the respondents reported they were indifferent to this question. 
Many of the interviewees believe that Western food should be enjoyed with 
Western alcohol and Chinese food should be enjoyed with Chinese alcohol, 
preferably beer. 
 
Are there any relevant differences in thoughts based on demographics? 
There are significant differences between males and females concerning their 
beliefs about their own alcohol consumption relative to their peers. Compared 
to males, females report to a much higher degree that they believe they drink 
less or much less than their peers. 
There is also a significant difference among the respondents concerning this 
question depending on their province of origin. The most apparent being that 
respondents from West China report to a higher degree that they believe they 
drink less or much less than their peers.  
The authors are under the impression that there are huge differences between 
men and women in the Chinese culture concerning alcohol. Alcohol in general 
and especially stronger alcohol types are traditionally viewed as a men‟s drink. 
It is deemed improper for women to drink strong spirits and receive alcohol as 
gifts. Although both men and women fear getting overly drunk, it is much less 
socially accepted for a woman. 
7.2 Research Question 2 - Preferences 
What are Chinese students' preferences toward alcohol in general? 
Taste is the most important factor when deciding what type of alcohol to buy, 
with 62 percent of the respondents answering this.  
When it comes to preferences of type of alcohol, the respondents tend to prefer 
alcohol types that are lower in alcohol volume over stronger alcohol types. 40 
percent of the respondents value beer, wine and mixed drinks as good or very 
good in terms of taste, where less than 20 percent do the same with báijiǔ and 
Western white and brown spirits. 
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Apparently, the respondents are very brand conscious as nearly half of the 
respondents report brand as an important or very important factor when 
choosing alcoholic beverage.  
Brand country origin is of some, but not critical importance. The respondents‟ 
answers on this issue are normal-distributed from not important at all to very 
important, with most of the respondents choosing medium importance. 
Western products, including alcohol, are attractive and have a good reputation 
for quality among many, but not all of the interviewees. They say that a higher 
price can be justified because it is a Western product. 
Many of the interviewees express that they would not enjoy drinking strong 
alcohol with their families. They fear that they or their family members would 
get overly drunk, something that would result in loss of face. 
What are Chinese students' preferences toward alcohol related to food? 
Beer is by far the most preferred drink combined with food, with 47 percent of 
the respondents preferring this over all other drinks. 27 percent of the 
respondents do not prefer alcohol with food, and the remaining 26 percent of 
the respondents report from most to least popular: wine, cocktails, white spirits, 
báijiǔ and brown spirits. That beer is the most preferred drink is also supported 
by statements from many interviewees saying that Chinese food is usually 
enjoyed with beer. 
Are there any relevant differences in preferences based on demographics? 
Although taste is the most important factor for both genders, the authors see 
that price is a significantly more important factor to males when deciding type 
of alcohol to buy compared to females. It also seems that brand becomes a 
more important factor the older the respondents are.  
Another distinctive difference between male and female preferences is the 
tolerance for strong/spicy alcohol. Many of the female interviewees said that 
spirits are too strong for women, and is mostly for men.  
The socioeconomic background of the respondents also makes a significant 
difference. Respondents from families with higher educated parents favor 
brand as the most important factor, and those with lower educated parents 
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favor price. Respondents hailing from cities with over 4 million inhabitants 
tend to favor brand as the most important factor and price as much less 
important compared to respondents from smaller cities. 
7.3 Research Question 3 - Behavior 
What are Chinese students' behaviors concerning alcohol in general? 
The frequency of alcohol consumption among the respondents seems to be 
fairly low. 33 percent of the respondents report not to have consumed alcohol 
in the last 30 days. For the same period 24 percent have consumed alcohol only 
once and 29 percent 2-3 times. When consuming alcohol, the vast majority of 
the respondents report to consume 5 or less units of alcohol. The most popular 
place to consume alcohol is restaurants with 42 percent, and then comes off-
premise locations with 39 percent shared by friends‟ homes and own private 
homes. Half of the respondents spend less than 30 yuan when consuming 
alcohol; only 14 percent spend more than 100 yuan. 
Most of the interviewees express that they prefer to be with friends when 
enjoying alcohol, but there seem to be some differences between the male and 
female answers. 
What are Chinese students' behaviors concerning alcohol related to food? 
Our respondents report to eat at restaurants on a regular basis. 83 percent eat at 
restaurants at least twice a month and around 40 percent eat at restaurants 5 or 
more times per month. When eating at restaurants more than two thirds of the 
respondents report to be with their friends. Almost none of the respondents 
report to drink alcohol every time they eat at restaurants; most of them report to 
drink alcohol only occasionally at restaurants. The amount of money spent on 
food when visiting restaurants is most usually between 51-100 yuan. Less 
money is spent on alcohol, 71 percent of the respondents reporting to spend 
less than 30 yuan. 
Based on the interviews it is the authors‟ impression that beer is much more 
commonly enjoyed with food than other alcohol types. 
Are there any relevant differences in behavior based on demographics? 
The gender of the respondents does influence their behavior, both in terms of 
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how often, how much and where they drink. How much money they spend on 
alcohol, however, does not seem to be affected by gender. Males drink more 
often, more units and more often at restaurants. Females drink less often, less 
units and more often at home, pubs, bars and KTVs. When eating at restaurants 
there is also a difference between genders. Significantly more males than 
females report to drink alcohol often, and significantly more females report to 
never drink alcohol when eating at restaurants.  
Based on the interviews, the authors have learned that although the most 
common place to enjoy alcohol for both genders are restaurants, there are 
distinct differences between males and females when asked about other places 
and occasions to enjoy alcohol. Females clearly associate the consumption of 
alcohol with parties and dating/romantic situations, whereas males ore 
frequently mention business settings and drinking alone in their homes. 
7.4 Research Question 4 - Linie Aquavit 
What are Chinese students‟ attitudes towards Linie Aquavit?  
Men and women like the taste of Linie Aquavit, but think it is very 
strong/spicy. Among men this is not necessarily a bad thing, but most of the 
women think it is too strong. Both men and women think that Linie Aquavit is 
a drink men enjoy best. Linie Aquavit seems to be naturally associated with 
Chinese spirits báijiǔ and máotái, but some also mentions similarities with 
vodka and whiskey.  
Both men and women prefer sipping Linie Aquavit over shots, they also prefer 
it combined with food rather than alone. All interviewees preferred drinking 
chilled Linie Aquavit rather than of room temperature. The most common 
reason for this is that it tastes less strong/spicy and feels refreshing. Some 
interviewees suggested that they may very likely have preferred room 
temperature Linie Aquavit in winter or colder environments. 
Given the choice, most interviewees would like to sip Linie Aquavit from 
small glasses (5cl) because it is strong/spicy and therefore should be enjoyed 
slowly. The ones who said they would prefer larger glasses still said they 
would prefer to drink slowly in small sips. 
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All interviewees agree that Linie Aquavit should be enjoyed at special, 
important occasions like holidays, festivals and other important days. Men also 
mention more formal settings like ceremonies and business related occasions, 
whereas women mention more informal settings like parties or dating/romantic 
situations. A few women also say they would like to enjoy Linie Aquavit alone 
with their boyfriend or husband. All interviewees agree that Linie Aquavit 
would be enjoyed best with friends. They would not enjoy it with their 
families, because it is too strong, and they fear that their families would not 
like it or get drunk. 
The interviewees have weak associations with Norway as Linie Aquavit‟s 
country of origin, and most of their associations with Norway are generic and 
stereotypical. However, most of the interviewees have better associations with 
the West as a whole, and Northern Europe specifically and associates this with 
good quality.  
Male interviewees like the Linie Aquavit bottle and label better than the 
female. Especially two comments about the bottle were frequently made. The 
first comment concerns that the bottle looks too normal, making it difficult to 
spot among other wines and liquors. Suggestions for improvement include that 
the bottle should be sold in a package like some brands of báijiǔ and máotái 
are, and that the bottle should be thinner/slimmer, especially between the body 
and the neck.  
The other and maybe more grave comment about the bottle is that it looks like 
a beer bottle. The size, shape and color of the contents make it look like a 
650ml Chinese beer bottle. See Appendix 6: Linie Aquavit and Chinese 650ml 
Beer Bottle for pictures comparing the bottles of Linie Aquavit and a Chinese 
beer bottle. This is something the authors have not previously been aware of, 
but are agreed upon after learning this from the interviewees. Because the 
interviewees did not recognize the label or understand what the product is from 
its name, the shape and size of the bottle and the color of Linie Aquavit made 
them assume it was beer. Many later explained that they were very surprised 
that it tasted so much stronger and different from beer. It is the authors‟ 
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opinion that this may probably have influenced the interviewees‟ first 
impression of the product. 
Another conclusion concerning the label is that none of the interviewees 
understand the name “Linie Aquavit” before having it explained. After having 
the name, reverse label and story of Linie Aquavit explained, however, most of 
the interviewees, especially the men liked it very much. 
When asked what they would tell about Linie Aquavit when giving it as a gift, 
nearly all the men named the “Linie. Taste that really travels” brand story, 
meaning the maturation process and sea journey across the globe and the 
reverse label. The second most common thing mentioned by male interviewees 
when asked this was that it is a Norwegian product. The female interviewees 
said they would explain about the taste and smell, and of the product‟s 
masculine qualities. 
Most interviewees have difficulties valuing Linie Aquavit, but the average 
estimate ends up fairly high at 954 yuan. Both men and women have a lower 
threshold for what they would actually pay, at an average of 532 yuan, about 
56 percent of their estimated value. The interviewees also added that they 
would only buy the product for special occasions and most probably as gifts. 
8 Internal Analysis 
8.1 VRIO-framework 
To assess which resources and capabilities that can provide Arcus with long-
term competitive advantages, the authors have analyzed the company using the 
VRIO-framework. 
8.1.1 Resources and Capabilities 
A resource or capability that can lead to a competitive advantage can be 
divided into three main points. These are tangible resources, intangible 
resources and organizational capabilities. Displayed in the model below are the 
resources and capabilities the authors have found fitting for Arcus. 
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Tangible Resources 
Financial 
 Arcus‟ cash and cash equivalents 
 Arcus‟ capacity to raise equity 
Physical 
 The production and office facilities 
 Arcus has a favorable production location 
 Following the technological progress in machinery and 
production equipment 
 Product line differentiation, from high end to low end 
Technological 
 The secret recipes and mixes 
 Innovative production processes, cask maturation process, 4 
month sea voyage 
 Arcus‟ patents, trademarks and copyrights 
Organizational 
 Arcus‟ effective strategic planning process 
 Excellent evaluation and control systems 
 Risk management systems 
 Network/relationship 
Intangible Resources 
Human 
 Experience and capabilities of the employees 
 Trust in the organization 
 Managerial skills 
 Arcus‟ own internal HR practices and procedures 
Reputation 
 The brand Arcus and Linie Aquavit 
 Reputation towards customers for quality and reliability 
 Reputation towards the suppliers for fairness etc 
Innovation and creativity 
 The technical and scientific skills 
 Innovation capacities 
Organizational Capabilities 
 Arcus‟ competencies and skills to transfer input to output (potatoes, herbs and spices 
to aquavit) 
 Capacity to combine tangible and intangible resources, using firm processes to attain 
desired end product or service 
Table 7: VRIO-framework: Resources and Capabilities 
(Arcusgruppen.no - Annual Report 2010) (Linie Aquavit Information Brochure, 2010) 
8.1.2 The Framework 
After the authors found these resources, all were tested with the questions of 
the VRIO-framework to find if they had competitive advantages alone or in 
synergy with one another.   
8.1.2.1 Value 
As shown in the resources and capabilities table, Arcus has many compatible 
values. The first variable in the VRIO-framework asks which of these can help 
create an environmental opportunity and/or neutralize an environmental threat. 
Below, the authors have listed the resources that give Arcus compatible 
advantage when entering new markets with Linie Aquavit. 
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Tangible Resources 
As for the tangible resources, Arcus is very good within the technological 
sector. Arcus is using secret recipes that have been developed over a period of 
200 years, and perfected in a special maturation process. This gives Arcus a 
specific knowledge about the production of aquavit that others do not have. 
Norwegian aquavit is also the only aquavit that is matured in sherry casks. As 
of 2011, the Norwegian aquavit is a protected brand in the European Economic 
Area (EEA)-Agreement, and is given protection within the European Union.
128
 
This will give the Norwegian aquavit the same protection and quality seal of 
approval as Scotch whisky and French cognac. 
In addition to this, with new production facilities, Arcus will have Northern 
Europe‟s most modern facilities for production and distribution of spirits. This 
will help Arcus optimize production, processing and distribution, and increase 
the storage capacity.  
Improvement in these areas will give Arcus an easier way of fulfilling their 
internationalization plans, and help speed up growth in the reference market.   
Intangible Resources 
Arcus has a good reputation and a strong brand name in the Nordic countries, 
and people know that Linie Aquavit is a quality product. As the Linie Aquavit 
has a history of over 200 years, the brand has a historic value to its name. The 
maturation of the Linie Aquavit also gives the brand an extra additional value 
as it is a unique, one-of-a-kind process for this special aquavit. 
Organizational Capabilities 
One of the most important organizational capabilities of Arcus is the ability to 
use brand building in the international market actively, while holding a strong 
position in the reference market. This is a big part of Arcus‟ business plan and 
is important in the entrance of new markets like China.  
Arcus mix the tangible resource of recipes with the intangible resource of a 
strong brand into brand building and marketing strategies in a sound business 
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plan. This will help Arcus gain strengths in an international competition 
setting, and be fit to attain a sustainable competitive advantage. 
8.1.2.2 Are Resources and Capabilities Rare? 
As the resources used to make the Linie Aquavit comes from secret recipes and 
over 200 years of learning how to perfect the blend, this will be hard to obtain 
by competitors in low cost markets such as China. 
In addition, the maturation process is a unique process only done by Arcus for 
the Linie Aquavit. All types of aquavits are stored in different casks, and these 
are used for different amounts of time before being used for aquavit 
production.  
8.1.2.3 Are Resources and Capabilities Hard to Imitate? 
After considering the cost of obtaining the skill and resources to produce this 
product, the conclusion to this point is that it will be costly and difficult for 
another company to imitate this product. 
The reasoning behind this is that the costs of the maturation process are fairly 
high due to the long time and the long distance the casks travel.  
In addition to this, the cost of research on finding a way to obtain the same 
taste or herbal blend will be both time-consuming and costly to an imitator.  
With this said, every resource can be imitated, but for this particular case the 
process of doing so will take much time, and be so expensive to the imitator 
that Arcus will manage to get a foothold in the targeted market before an 
imitator is ready to enter the market. 
The danger of copycats trying to imitate the product, and even making an exact 
copy of the bottle and packaging, is severe in the Chinese market. This will be 
brought to further attention in the external analysis.  
8.1.2.4 Are the Organization’s Policies and Procedures 
Organized to Support the Resources and Capabilities? 
As the frame with resources and capabilities shows, there are many more 
activities that are not mentioned in the above questions. These activities are the 
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activities that Arcus undertakes to build up and support the building of the 
Linie Aquavit brand and securing product quality.  
As shown in Table 8, Arcus has the financial backup needed to do effective 
marketing and branding in new markets, with a total financial result of 89 
million NOK in 2010. 
As of 2010, Arcus is in the process of improving its physical resources, and is 
doing so by building new production and office facilities. This will help the 
production process to operate more effectively.  
In the tangible organizational resources, the authors found that Arcus‟ quality 
control is an important process in the maturation of the aquavit. The quality 
control laboratory Arcus possesses is the only one in Norway, and one of two 
in Europe which has the approval from the European Union to analyze 
products containing alcohol. In addition, it is certified with an ISO 17025 
accreditation.  
Furthermore, Arcus is heavily involved in risk management and risk 
assessment; this includes currency risk management, risks considering raw 
material change, political risk assessment and more.  
In the part of intangible support activities Arcus has put great importance on its 
employees and their training, including everything from taste courses to 
environment, health and safety (EHS) training.  
In addition to this, Arcus is always trying to improve their products and 
production methods through innovation. 
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8.1.3 Conclusion 
8.1.3.1 Sustained Advantages: Technological, Reputation, 
Organizational Capabilities 
Table 8: VRIO-framework: Sustained Advantage  
(Jaquier, 2010) 
From the VRIO-framework above, the authors found that Arcus does have 
what it takes to get a sustained competitive advantage when evaluating their 
resources, brand, receipts, maturation and corporate planning in the market. 
8.1.3.2 Temporary Advantages: Physical, Human, 
Innovative and Creative 
Table 9: VRIO-framework: Temporary Advantage 
Considering the physical, human, innovative and creative resources within 
Arcus, these will be much easier to imitate than the previously mentioned 
resources. 
The people at Arcus can be hired by other companies to take advantage of the 
knowledge they possess, and even though this will be costly, it is neither 
impossible nor difficult. Innovation and creativity follow the employees, and 
the price of highly skilled and innovative employees can be lower in other parts 
of the world.  
VRIO, Competitive Implications, and Economic Implications 
Valuable? Rare? 
Difficult to 
imitate? 
Supported by 
Organization? 
Competitive 
Implications 
Performance 
No - - - Disadvantage Below Normal 
YES No - - Parity Normal 
YES YES No - 
Temporary 
Advantage 
Above Normal 
(at least for 
some amount 
of time) 
YES YES YES YES 
Sustained 
Advantage 
Above Normal 
VRIO, Competitive Implications, and Economic Implications 
Valuable? Rare? 
Difficult to 
imitate? 
Supported by 
Organization? 
Competitive 
Implications 
Performance 
No - - - Disadvantage Below Normal 
YES No - - Parity Normal 
YES YES No - 
Temporary 
Advantage 
Above Normal 
(at least for 
some amount 
of time) 
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These resources will only help Arcus to obtain a temporary advantage. 
8.1.3.3 Parity: Financial 
Table 10: VRIO-framework: Parity 
As a resource alone, the financial activities are not of big importance to the 
competitive advantage of a company, but this resource is of course valuable to 
the company as a basic resource, and will be a disadvantage if not present.  
But as Arcus is in a financially stable situation, this will be a great supportive 
resource to substantiate other resources and activities within the company. 
This resource alone will neither give a good nor bad effect on competitiveness 
for Arcus, since it is present. This resource in itself will only give Arcus a 
competitive point of parity and will be supportive for the other resources the 
firm possesses. 
Thus, if not present, the financial resource will lead to a disadvantage, so it is 
important for Arcus to keep this resource available. This, in combination with 
the use of risk management and assessment whenever they are dealing with 
tasks involving this resource, is crucial. 
8.1.3.4 Disadvantage: Product Cost, Network 
Table 11: VRIO-framework: Disadvantage 
One of the weaknesses found for Linie Aquavit is the high production cost. 
This will lead to higher taxation, as the ad valorem tax for spirits in China is 20 
percent.
129
 This again will lead to a higher price in the market. From the sample 
of 1260 respondents, most of them reported to spend less than 30 yuan on 
                                                 
129
 (Media: China to delay adjustment of alcohol tax, 2009) 
VRIO, Competitive Implications, and Economic Implications 
Valuable? Rare? 
Difficult to 
imitate? 
Supported by 
Organization? 
Competitive 
Implications 
Performance 
No - - - Disadvantage Below Normal 
YES No - - Parity Normal 
VRIO, Competitive Implications, and Economic Implications 
Valuable? Rare? 
Difficult to 
imitate? 
Supported by 
Organization? 
Competitive 
Implications 
Performance 
No - - - Disadvantage Below Normal 
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alcohol when eating at restaurants. Because of this, the authors believe that this 
segment may not be ready for this high-end product. The respondent segment 
of the market research done by DDMA on the other hand, spends a higher 
amount of money when purchasing alcohol, and might be more suited to 
consume this product. 
In addition Arcus does not have a big network in China, which is an important 
resource in the market. A better network is important to have before the time of 
entry in the Chinese market. 
8.2 Bakka Framework 
The authors consider Arcus a company in stage 4, Multinational marketing, 
with some elements from Intensive export. A part of Arcus‟ business concept is 
to “Operate in Scandinavia and in selected international markets”130. Arcus 
state in their annual report of 2010 that they are putting a lot of effort into the 
export markets
131
. This is proven by the results from 2010, where more than 50 
percent of their operating revenue originated from outside of Norway. The 
international market increased more than the Norwegian market during 2010, 
and as opposed to 2009, Arcus now has more income from international 
markets than the Norwegian market
132
. This shows the value of export to 
Arcus, and that they are dependent on it. Arcus has strategic goals and plans for 
the markets they are operating in. When it comes to their entrance in China, 
they have conducted some preliminary research to attain basic information on 
the market
133
. Arcus has their own office in the key markets Finland and 
Sweden and an area manager for the Travel Retail/Duty-Free operations. In 
Arcus‟ most important international markets, they have importers and agents 
distributing their products. The production of all Arcus‟ products takes place in 
Norway. Production abroad has not yet been carried out. 
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8.3 Internationalization Capability 
The internationalization capability is explained by the international company 
culture, the company‟s market share in the reference market and the company‟s 
market network. 
8.3.1 International Company Culture 
Whether Arcus displays an international company culture or not, can be 
determined based on the company‟s stage in the Bakka framework and the 
ACE model. 
8.3.1.1 ACE-model 
The ACE model consists of attitudes, competence and embodiment. These 
three factors affect each other and will be strengthened with experience from 
international markets. 
8.3.1.1.1 Attitudes 
To consider attitudes, four factors need to be analyzed. Risk taking, market 
orientation, cultural understanding and solution orientation will describe 
Arcus‟ attitudes. 
Risk Taking 
Arcus is putting a lot of effort in international markets, and the operating 
revenue shows that just more than 50 percent of their total income is from the 
international market. Arcus categorizes their markets outside Norway into 
Sweden, Denmark, Finland, USA, Germany, Duty Free/Travel Retail and 
Others
134
. Arcus has a separate international division for sales in the 
international market. This is in correspondence with their strong ambitions for 
the international market. Arcus is in a healthy economic situation where the 
liquidity, the financial structure and the solidity give the company the 
necessary freedom of action
135
. However, aquavit is not being distributed all 
over the world. The markets are closely evaluated before Arcus enters them. 
Aquavit is mostly considered a Northern European product, and might have 
difficulties succeeding in many markets. In conclusion, the authors consider 
Arcus an organization with a medium level of risk-taking. 
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Market Orientation 
Arcus‟ market orientation can be explained by their vision and goals. A part of 
their business idea is to operate in selected international markets, and their 
vision is “A world of delights in every drop!”136. In their explanation of this 
vision, they say that they want to satisfy the customers with their product and 
always look for improvements in advantage for the customers. Arcus does 
thorough analysis of the market and the possible segments before they enter a 
market, especially if the market is very different from those they are already in. 
In the planning of entering the Chinese market, Arcus has done an analysis on 
Chinese people‟s drinking habits137. Arcus does not consider its products for 
everyone, and will pick the segment that both gets the highest value, and gives 
the highest value back. Arcus is aware of the tough competition in the liquor 
market and the expensive promotion strategies that many competitors use in for 
example bars. This will affect the marketing Arcus chooses. In conclusion: 
Arcus is market-oriented. 
Cultural Understanding 
Arcus has been exporting to Nordic and Western countries for many years. 
They also have an international division to manage their business outside 
Norway. Based on their business concept and goal to grow in international 
markets, the authors consider cultural understanding to be a priority for Arcus. 
Arcus has contacts and international offices for distribution in their biggest 
markets. This helps them to understand the culture in the particular market, but 
the amount of information they receive depends on the distribution system they 
choose. Arcus wants to strengthen their position in Scandinavia through both 
organic and non-organic growth
138
, with non-organic growth also bringing 
cultural understanding to the company. Considering the products Arcus has; 
wine, liquor and other alcoholic beverages, the basic products themselves need 
little adjustment for the different markets, but the rest of marketing mix still 
needs to be considered. Many of Arcus‟ products can be perceived as high-end 
products that address customers who are less price-sensitive and have 
somewhat common values. Outside their key markets, Arcus has less 
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understanding and knowledge of the culture. This will make the process of 
entering new markets more time and resource consuming. The authors believe 
that Arcus has the resources to gain this understanding, they just need to put 
them to use upon entry of new markets. The authors consider Arcus‟ cultural 
understanding as medium. 
Solution Orientation 
The authors consider Arcus‟ Risk Management System as an important tool for 
them to handle market barriers, indicating solution-orientation. It is used to 
secure a long-term profitable development of the Arcus Group
139
.  Through the 
Risk Management System, Arcus searches, finds and considers the risk in their 
business, and tries to reduce it. In 2010, one of the consequences from the 
financial crisis was that some of Arcus‟ markets were marked by uncertainty 
and fluctuation in currency. Arcus‟ hedging policy has in the last three years 
almost eliminated this risk. The quality of raw materials in liquor production is 
also followed closely. There are strict regulations for producing alcoholic 
beverages, and Arcus has their own quality system in order to follow these 
regulations. To reduce the political risks, Arcus is a member of different trade 
organizations to keep up-to-date and follow political changes at an early stage. 
By doing research and analysis of the markets before they enter, and in the 
long term have good contact through their distribution system, Arcus can be 
prepared and decrease the possible harm political risk can do to the company. 
Based on this analysis, Arcus can understand important cultural differences and 
avoid the complications that might arise. A rule of thumb in business is that the 
seller should adapt to the customer. Arcus is the seller and therefore should 
adapt to the customer‟s culture. The authors consider Arcus a solution-oriented 
company. 
Conclusion Attitudes 
A part of Arcus‟ business concept is to “Operate in Scandinavia and in 
selected international markets”140. Some of the Arcus-Group‟s ambitions with 
the new factory are to develop the company and to realize their great growth 
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ambitions internationally
141
. The attitudes in Arcus are strong for following 
their business concept. Arcus has the right attitudes towards international 
marketing, and has experience in markets that have much in common with the 
Norwegian market. The authors conclude that there is still much to learn about 
different markets worldwide, but does not consider this a weakness for Arcus, 
as it has the right attitudes for learning more about new potential markets. In 
conclusion, the authors believe that Arcus has good attitudes for export 
operations. 
8.3.1.1.2 Competence 
Arcus is established in many foreign markets, with either a sales office or other 
distribution systems
142
. This helps Arcus gain competence about these markets. 
Arcus‟ International Sales division takes care of distribution systems and 
further contact with the markets. The authors have concluded that Arcus is 
market-oriented, and this is a valuable competency for the company. Arcus 
wants to strengthen their presence in the Nordic markets with both organic and 
non-organic growth
143
. Non-organic growth can also add competence about the 
market to Arcus. Arcus has highly educated human resources with competence 
in specific areas related to alcoholic beverages. This can help them understand 
customers‟ needs in both their home market and in foreign markets144. The 
authors conclude that Arcus has good competence. 
8.3.1.1.3 Embodiment 
Arcus is dependent on its export markets with more than 50 percent of the 
operating revenue from international sales
145
. The international division takes 
care of the export markets. However, with international business as part of the 
business idea, this operation is relevant to the whole company. Arcus is 
building Northern Europe‟s most advanced factory for production and 
distribution of wine and liquor. This is explained as a necessity to realize their 
great growth ambitions internationally
146
. This can be seen as clear 
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embodiment for export operations in the company. The authors consider 
Arcus‟ embodiment as good. 
8.3.1.2 Conclusion International Company Culture 
The ACE model consists of the three factors described. The authors regard 
Arcus as good in all three factors. The result of this is that as time goes by, 
Arcus will develop their international company culture further. This will be 
valuable for strategic decisions in the future. In the Bakka framework, the 
authors place Arcus in stage 4, Multinational marketing, with some elements 
from stage 3, Intensive export. Together, these two analyses conclude that the 
international company culture is good. 
8.3.2 Market Share in the Reference Market 
Arcus defines their home market as the Nordic countries
147. Based on Arcus‟ 
annual report from 2010, they consider themselves a leading actor in the 
Norwegian alcohol beverage market
148
. The market share in 2010 was 32 
percent in the product line liquor. In distribution through Vectura AS to 
Vinmonopolet and the hotel and restaurant industry, Arcus is the market leader 
with a market share of 47.2 percent. The wine market is dominated by Italian 
wines in the red wine market (more than 30 percent), and the white wine 
market is dominated by German (32 %) and French (27 %) wine. The Arcus-
Group has a market share of 11.6 percent here, and considers itself a major 
player in this market
 149
.  
Internationally, Arcus is satisfied with sales of 190 million NOK in the product 
line liquor, which was 2 million NOK more than in 2009, although there was a 
decrease in volume of liters sold. From 2009, the growth was 35 percent in 
Sweden, to 47.3 million NOK. Sales decreased with 4 percent in Finland to 
17.4 million NOK, while the sales in Denmark experienced a growth of 5 
percent to 24.3 million NOK
150
. In the product line wine, the sales in Sweden 
had a growth on 16 percent to 731 million SEK in the company Vingruppen 
Norden AB (62, 5 percent of the stocks owned by the Arcus-Group). Numbers 
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from the Finnish market are not available, but the sales went down following a 
raise in taxes and price changes. 
151
 
Based on the numbers available, the authors consider the market share in the 
reference market to be good. 
8.3.3 The Organization’s Market Network 
Arcus is established in Sweden and Finland through the subsidiaries Arcus 
Sweden AB and Arcus Finland OY, which have separate sales offices. This 
will give Arcus important information about the market, but can be considered 
expensive. However, the income from the markets justifies this strategy. Arcus 
also takes care of the marketing through their subsidiaries, and in addition 
controls the distribution. 
Other selected brands from Arcus like Linie Aquavit and Vikingfjord Vodka 
are distributed through importers Hans Just in Denmark, Racke-Eggers & 
Franke in Germany and the EU, and Capstone International in the USA
152
. The 
positive aspects of using importers include a lower financial risk. On the other 
hand the flow of information from the market will decrease, as Arcus has little 
or no contact with the next link in the distribution channel or final customer. 
In China, Arcus is using an agent. Sinonordic CO Ltd. has imported one 
container of Linie Aquavit. An agent will give Arcus more information from 
the market, because they take part in the marketing. Linie Aquavit is not being 
sold in China yet, and therefore the information about the market through the 
agent is little or none. However, in the future this might give Arcus valuable 
information if the relationship with the agent is good. 
The authors believe, based on the available information, that Arcus‟ network 
gives less valuable information outside the Nordic market. However the sales 
in these markets are satisfying for Arcus. In conclusion, the authors consider 
Arcus‟ market network as medium. 
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8.3.4  Conclusion Internationalization Capability 
The authors have concluded that Arcus‟ international company culture is good. 
Their market share in the reference market is also good, while their market 
network is considered medium. Since the market network is considered an 
absolute necessity for international success, the authors weigh this factor 
stronger than the other two. The authors have concluded that Arcus‟ 
internationalization capability is strong to medium within the Solberg‟s 9 
windows framework. 
9 External Analysis 
9.1 PEST-Analysis 
The PEST analysis has been used by the authors in order to define political, 
economical, social and technological factors within Arcus‟ macro-environment 
in China. The findings are based on external sources, secondary data and 
primary data findings. 
9.1.1 Political 
9.1.1.1 Rules and Taxation 
Political factors are usually quite important when you look at the alcohol 
industry, as most countries have somewhat strict political views concerning 
this specific industry. China made its alcohol policies stricter in 1998. In order 
to decrease the consumption of spirits, taxes were added for spirits, limits were 
put on imports and restrictions were made to licensing of spirits.  TV 
advertising was also banned. 
153
 
 Another important issue for Arcus is the general taxation policies 
concerning alcohol. In China, alcoholic beverages in general are very cheap. 
This is due to a flat, and very low, taxation policy for all spirits. However 
there is an additional ad valorem tax, which means that there is an extra 
taxation based on the price of the product. So for more expensive, high-end 
products, which Linie Aquavit is, there is an additional tax that makes them 
more expensive. The ad valorem tax is set at 20 percent. Another important 
thing to remember concerning China‟s alcohol taxation is that an adjustment 
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to the flat tax on spirits has been outlined, and probably will be introduced. 
This will increase the price of alcohol on all levels, even the cheapest 
categories. 
154
 
9.1.1.2 Intellectual Property Protection 
Intellectual property protection is something to consider when approaching the 
Chinese market. Many countries and companies are concerned as to how good 
the policies on intellectual property protection are in China. However, China 
has since it joined the World Intellectual Property Organization in 1980 taken 
an active approach to join conventions and agreements on intellectual property 
protection. An example of China‟s commitment to protecting intellectual 
property is the destroying of over 26 million pirate copies and illegal 
publications on April 22
nd
 2011. China is committed to improving the 
protection of intellectual property, but it is still something Arcus should be 
very aware of. 
155
 
9.1.2 Economical 
The economic growth in China has been, and will continue to be, vast.  The 
GDP growth rate has been 10 percent annually for the last 30 years. China is 
today the world‟s largest exporter and second largest importer. The economy is 
booming, and the population is getting richer as well. 
By 2015, China is predicted to be the largest consumer of luxury goods in the 
world. Alongside Japan, China is expected to go past the United States, and 
become the world‟s largest market for luxury goods according to a global 
luxury survey made by Times Magazine. There is a growing middle class, 
which is getting closer to the West in terms of wealth. 
156
 
Seeing as Linie Aquavit is manufactured in Norway, it is interesting to see the 
currency development between Norwegian kroner (NOK) and yuan (CNY).  
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The following numbers are from Norges Bank, the Norwegian central bank: 
NOK per 100 CNY 
2005 2006 2007 2008 2009 2010 
78.71 80.50 77.00 81.23 91.95 89.33 
Table 12: NOK vs CNY 2005-2010 
(Norges Bank) 
As the numbers show, the Chinese yuan has generally improved its position 
towards the Norwegian krone. Looking at these numbers combined with the 
growth of the Chinese economy, it is assumable that the CNY will continue 
this improvement.  Furthermore, The International Monetary Fund (IMF) 
estimates that China will be the world‟s largest economy in total by 2016 
measured by purchasing power parity. 
157
 
9.1.3 Social 
9.1.3.1 Demographics 
In order to give an image of the size of China and the Chinese market, the 
authors have included a few demographic facts. China is today the world‟s 
largest country with a population of 1 336 718 015. 47 percent of the 
population lives in urban areas while the urbanization is estimated to increase 
with 2.3 percent between 2010 and 2015. 73.6 percent of the population is aged 
between 15 and 64 years, while another 17.6 percent are aged 0 to 14 years. 
This information is included to give an idea of what large opportunities lies in 
China solely based on the vast size of the country. 
158
 
9.1.3.2 Economical Growth 
As in the economical part of this analysis, an important social factor is that 
China is getting richer. As mentioned earlier, the prediction that China will be 
the largest luxury product market within a few years is an indication that 
people are getting wealthier. This again means that an important social factor is 
better personal economy and increased purchasing power. However, as China 
is a country with over 1.3 billion inhabitants, being the world‟s largest luxury 
product market does not mean that everyone is getting richer. As of 2007, only 
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1.5 percent of the Chinese population purchased luxury goods. According to a 
report made by the Asian Development Bank in 2007, the gap between rich and 
poor in China is getting bigger. 
159
 
9.1.3.3 Trends 
Trends in the Chinese alcohol market are closely described in Chapter 4 – 
Secondary Data and the primary data findings chapters 5, 6 and 7. 
9.1.4 Technological 
Technological advances are not very likely to impact the alcohol market, at 
least when talking about the product itself. Potential technological advances 
that can impact the industry are technologies within production and 
distribution. An example of this can actually be found within Arcus. By 
building Europe‟s most modern production and distribution facilities for spirits, 
they prove that the technological advances within the alcohol market can be 
closely tied to production and distribution. 
160
 
9.2 Porter’s Five Forces 
As Arcus is evaluating China as a market to enter in the years to come, this 
model helped the authors assess the situation in the market today.  
Linie aquavit is not yet introduced in China and will be new to the market. The 
authors of this thesis concluded that aquavit is a new category of spirits in the 
Chinese market, and should with this not be seen as a direct competitor to the 
other spirits in the market, even though all other spirits and soft drinks will be 
considered substitute products. Linie Aquavit will be a new niche product in 
the spirits market but will have to compete with similar products, like báijiǔ 
and máotái. 
With the help of Porter‟s five forces framework, the authors found and placed 
the competition in the market, as it is today, and the attractiveness to the 
market for Arcus‟ product Linie Aquavit. In addition, the framework gave the 
authors reason to recommend if Arcus should or should not enter the Chinese 
market. 
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9.2.1 Threat of Intense Segment Rivalry 
Linie Aquavit is a niche-product; this leads to very few competitors within the 
market, when considering other aquavits. If one considers the high volume 
spirits market as a whole, Arcus has many strong competitors. Despite this, the 
market is still in growth, and differentiated based on what type of spirits one 
competes with. Based on information found in the internal analysis and use of 
the VRIO-framework, the authors know that Arcus is in the possession of key 
resources, giving them sustainable competitive advantage. This will help them 
if competition in the segment occurs when they enter the market. 
The threat of intense segment rivalry is therefore considered by the authors to 
be low. 
9.2.2 Threat of New Entrants 
The aquavit market is small on a global basis, and it is dominated by a few big 
companies, which are mainly operating in Scandinavia, as shown in the 
industry´s globality.  
This makes it hard for new companies to enter the market. Meaning the entry 
barriers are high and the exit barriers are low, thus giving Arcus a potential 
high and stable return for the Linie Aquavit. As the product will be produced in 
Norway and exported to China, this will not lead to any new specific 
investments in China that can later lead to sunk costs for Arcus. If they make it 
in the market, they will create a new niche and returns from the market will 
stabilize at a high level. 
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Furthermore, if the term of competitors is widened to include the whole alcohol 
market, Arcus will be the new entrant to a bigger market controlled by industry 
giants such as vodka, whiskey, cognac, and China‟s own báijiǔ. This will lead 
to the same position in the frame, but a more difficult entrance for Linie 
Aquavit on the Chinese market. This is mainly because of fear of retaliation 
from the existing companies in the market, brand loyalty from the Chinese 
consumers and difficulties getting good distribution channels.  
The threat of new entrants is by the authors set to be low, this because of the 
high entry barriers within the aquavit segment.                                    
9.2.3 Threat of Substitute Products or Services 
As Arcus and Linie Aquavit will create a new niche, it will depend on the 
success of this segment. If Arcus becomes very popular with the consumers in 
this niche, the fear of substitute products will increase, as it is a problem in the 
Chinese market that popular products tend to be pirated or even made copies 
of. However, now it is clear that China is trying to make changes and eliminate 
the piracy. 
In a situation where a substitute product enters the market successfully, Arcus 
might experience loss in their profit, loss of market share, and the possibility of 
having to lower their prices to be able to compete with the substitute. Another 
way of dealing with this for Arcus, as Linie Aquavit is a high-end brand, is to 
focus their marketing on the product specifics and the originality of Linie 
Aquavit, much like the strategies of other high-end brands today.  
The threat of substitute products can also come from other products, not only 
aquavit. Other strong international and national brands already present in the 
Chinese market can be considered substitutes to the product. The conclusion is 
therefore that the threat of substitute products is high, as there are many 
potential substitute products to Linie Aquavit.  
9.2.4 Threat of Buyer’s Bargaining Power 
As Arcus is the only supplier of the Linie Aquavit, the market will be highly 
differentiated. A consumer who likes this product in specific will not have a 
valid replacement for the product. This part of Porter‟s five forces will not be 
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relevant for the authors to answer and elaborate any further, and is therefore 
concluded by the authors to be low.  
9.2.5 Threat of Supplier’s Bargaining Power 
Linie aquavit is distilled and bottled by Arcus in Norway. Most of the 
distribution is also handled by an Arcus-Gruppen subsidiary called Vectura 
AS. Vectura AS has its own suppliers and service product customers so this 
does not affect the attractiveness in the market for Linie Aquavit. This means 
that most of the production and logistics is held within Arcus, thus leading to 
this not being very relevant for the answering of the authors research aim. The 
threat of supplier‟s bargaining power is therefore concluded by the authors to 
be low. 
9.3 The Industry’s Globality 
When the authors are to place and assess Arcus‟ position in Solberg‟s 9 
windows, the analysis of the industry‟s globality is an important part of the 
procedure. This is an external analysis tool that can help Arcus find where their 
opportunities and threats may exist within a new market. 
9.3.1 International Competition Structure 
The authors had limited information about competitors in the aquavit industry 
to assess their position accurately by their international and organizational 
strength. Therefore this industry competition structure is based on the 
available, basic information.  
The authors see Linie Aquavit as a niche-market product, thus the international 
competition is restricted. There are some companies producing and selling 
aquavit in the Nordic market, as well as many small companies in the northern 
part of Germany, giving a total of 22 aquavit producers in the world. Usually, 
the product is mainly made for the producers‟ home market, with some export 
within the Nordic countries and Germany. 
This makes the international orientation of most companies in the industry low. 
However, a few of the companies have some pragmatic export activities to 
different parts of the world. Overall, the specialization for the companies in this 
industry is high, which implies that there is a high level of loyalty among the 
consumers in the home market.  
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9.3.1.1 Conclusion  
The authors conclude, based on this analysis, that the competition is not very 
globalized. Furthermore, the authors found that there are many locally focused 
companies with no or little desire to enter new markets. This underpins the 
conclusion of not much globalized competition. 
9.3.2 Globalization forces 
As Arcus is considering entering the Chinese market, the authors will take this 
into account while analyzing the forces of globalization. The home market will 
also be assessed in order to uncover if there are any positive forces contributing 
to Arcus international endeavor. 
9.3.2.1 China 
The authors have found that a negative side of entering China is that quite high 
taxation will be added to the production price of alcoholic products. This will 
give a 20 percent ad valorem tax on the export price of Linie Aquavit, in 
addition to the low flat tax rate given to all alcoholic products.  
The target respondents in this thesis were Chinese students. They seemed very 
open to international products and to the taste of Linie Aquavit, therefore the 
authors conclude that no nationalistic concerns were found while assessing the 
market. However, it is important to say that this is not a reason to generalize 
the segment. There can be differences between the consumers, or different 
cultural values leading to purchasing decisions. 
Furthermore, the Chinese economy is rapidly growing, which means a higher 
purchasing power for more people in the society. In addition to this, the bigger 
cities of China are getting more Westernized. This might lead to a culture more 
eager to try Western products, and that have the money to spend on these 
products.  
The Chinese also have an important relationship building culture that consists, 
among others, of gift giving. Many people buy expensive products and give 
them as a relationship-building gesture, or to someone they respect.  
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The Chinese internet communications network is rapidly growing. This makes 
the local infrastructure and communications better. Still, there are many places 
without an internet connection, but these are mostly in rural areas of China. 
9.3.2.2 Conclusion 
The authors found from this analysis that the Chinese market is open and 
receptive to products like Linie Aquavit. There are both positive and negative 
forces working for and against a successful entry of Linie Aquavit in China, 
but most of the forces indicate that this is a good market to enter for Arcus.  
9.3.3 Conclusion of the Industry’s Globality 
From analyzing the aquavit industry‟s globality, the authors found that the 
companies in this industry tend to be mostly focused on the home market. 
However, there are some companies that have sporadic efforts of export, and 
are starting to go international.  
In addition to this, when investigating the globalizing forces in the Chinese 
market, the authors found that the Chinese are receptive to liquors like aquavit. 
However, some threats exist when it comes to taxation of the product. 
An analysis of this information using Solberg‟s 9 windows shows the authors 
that the industry is positioned between the two first stages in the globalization 
process, multi-local and potentially global. 
10  Strategic Analysis Conclusion 
Based on the internal and external analysis of Arcus the authors have 
concluded the strategic analysis with Solberg‟s 9 Windows and a double 
weighted SWOT analysis, resulting in a Strategic Problem Definition. 
10.1 Solberg’s 9 Windows 
The authors have found from analyzing the internal and external axis of 
Solberg‟s 9 Windows that Arcus‟ position in the framework is set to a 
strong/medium position in the internal axis, “internationalization capability”, 
and a position in between “local” and “potential global” in the external axis, 
“the industry’s globality”.  
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In conclusion this situates Arcus in the middle of the two strategic propositions 
of “consolidate the position in established markets” and “consider expansion to 
new markets” as shown in the frame below: 
 
These two strategies combined give Arcus a suggested strategy to keep 
working on strengthening their position in the established markets, but because 
the market is still isolated to the Nordic markets and some parts of the USA, 
Arcus is still learning and gaining experiences from global business. In 
addition to this, expansion to new markets should be carefully considered. At 
this point, the company needs more information and a bigger network within 
the Chinese market before entry. 
10.2 SWOT 
To better illustrate the conclusions from the internal and external analysis of 
Arcus the authors have chosen to use a double weighted SWOT analysis. This 
will help show the gravity of the most important strengths, weaknesses, 
opportunities and threats. 
10.2.1 Internal Environment 
The internal environment in a SWOT analysis consists of the strengths and 
weaknesses of a company. The authors have graded Arcus‟ strengths and 
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Figure 11: Arcus in Solberg‟s 9 Windows  
(Solberg, 2009) Page 149 
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weaknesses according to the competitive matrix. The strengths are measured 
by their importance for the market, and how strong they are for Arcus. The 
weaknesses are measured by their importance for the market and how weak 
they are for Arcus. Strengths are shown as numbers, while weaknesses are 
shown as letters, to make it easier to distinguish them in the competitive 
matrix.  
10.2.1.1 Strengths 
The authors have identified the eight following strengths for Arcus: 
Brand:  
Linie Aquavit is regarded as a strong brand within the aquavit sector and has a 
long history. The primary data findings indicate that brands are important and 
interesting to the Chinese students. 
Technological Advantages:  
This strength refers to the technological advantages Arcus have with their new 
production facilities and quality approval research laboratory. 
Strong Organization:  
Arcus as a whole is considered a strong organization within the alcohol 
industry in the Nordic countries. 
Human Resources:  
Arcus have highly skilled and focused personnel working within the company, 
the human resources they possess are specialized and trained for the work they 
are doing. However, they only have employees in the Nordic countries as of 
now. 
Product Quality:  
The quality of all Arcus‟s products is thoroughly examined by extensive 
quality inspections so that no products differ from a set standard. The primary 
data findings indicate that Western and Northern European products have high 
perceived quality among Chinese students. 
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Financial Resources:  
The authors have concluded that Arcus has a healthy financial situation within 
their organization. 
International Division:  
Arcus has an international division at their headquarters in Norway, which 
deals with all international relations. This is regarded as a strength when going 
international. 
Market Orientation:  
Arcus have good market orientation in the markets where they currently sell 
their products, and are good at acquiring information before new market 
entries. 
        Importance                   Score 
1: Brand      4   5 
2: Technological advantages    2   5 
3: Strong organization    3   5 
4: Human resources     5   3 
5: Product quality     5   5 
6: Financial Resources    3   3 
7: International division    4   4 
8: Market orientation     5   5 
1 = Low 5 = High 
10.2.1.2 Weaknesses 
The authors have identified the five following weaknesses for Arcus: 
Production Cost:  
Linie Aquavit is a high end product and has a high production cost, because of 
ad valorem taxation this may result in lower profit margins. 
Market Experience:  
Arcus possesses little to no market experience in the Chinese market. 
Network:  
Arcus has, as of today, one agent working in the Chinese market, and no 
network in addition to this.  
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Production in China:  
Arcus is only producing the Linie Aquavit in Norway. If the market expands 
rapidly, local production might be needed in the future. 
Cultural Understanding: 
Arcus does not have enough cultural understanding of the Chinese market. 
Cultural understanding is important to understand how the market works. 
Based on the primary data findings there are considerable differences 
concerning alcohol culture between Western markets and the Chinese market. 
         Importance                  Score 
A: Production cost     3   3 
B: Market experience     4   1 
C: Network      4   2 
D: Production in China    3   1 
E: Cultural understanding    5   2 
 
The Competitive Matrix 
 
 
Figure 12: The Competitive Matrix 
(Framnes, Pettersen, & Thjømøe, 2006) 
10.2.2 External Environment 
The external environment in a SWOT analysis consists of the opportunities and 
threats of the market. The authors have graded Arcus‟ opportunities according 
to the opportunities matrix, and Arcus‟ threats according to the threats matrix. 
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Opportunities are measured by their success probability and attractiveness for 
Arcus. Threats are measured by how probable it is that they occur and how 
serious they are. 
10.2.2.1 Opportunities 
The authors have identified the four following opportunities for Arcus in 
China. 
Expanding High End-market:  
This opportunity refers to the fact that China is a booming market, with a 
rapidly growing economy, including consumer purchasing power.  
Possible High and Stable Returns:  
This opportunity refers to that if a company penetrates the Chinese alcohol 
market the possibilities are large for high and stable returns. 
Openness to Foreign Products:  
This opportunity refers to the Chinese market‟s openness to new products. It 
also reflects the primary data findings, indicating that Western products have a 
good reputation among Chinese students. 
Improving Infrastructure:  
This opportunity refers to the improving infrastructure in China, in terms of 
communication and distribution. 
      Attractiveness Probability 
1: Expanding high-end market   5   5 
2: Possible high and stable returns   5   3 
3: Openness to foreign products   5   4 
4: Improving infrastructure    5   5 
1 = Low 5 = High 
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The Opportunities Matrix 
  
Figure 13: The Opportunities Matrix 
(Kotler & Keller, 2009) Page 91 
10.2.2.2 Threats 
The authors have identified the following seven threats for Arcus in China. 
Change in Legal System:  
This threat refers to the impending threat of changes within the alcohol laws in 
China.  
Competition:  
This threat refers to what competitors (in terms of all other beverages, 
including non-alcoholic) can be found in the market.  
Copy and Shānzhài Products:  
This threat refers to the threat of copies and shānzhài products being made of a 
company‟s product.  
Aquavit Rivalry:  
This threat refers to the threat of other aquavits penetrating the Chinese market. 
Substitute Products:  
This threat refers to the threat of similar products substituting Linie Aquavit, 
for example whiskey, báijiǔ or cognac. According to the primary data findings, 
Chinese students associates and compares Linie Aquavit with whiskey in terms 
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Low attractiveness 
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of taste and color, and báijiǔ and máotái in terms of buying and consumption 
situation. 
Buyer‟s Bargaining Power:  
This threat refers to whether the buyers have the power to influence the price. 
Supplier‟s Bargaining Power:  
This threat refers to whether suppliers have the power to influence the price. 
        Seriousness  Probability
  
1: Change in legal system    5   4 
2: Competition     5   5 
3: Copy and shānzhài products   4   2 
4: Aquavit rivalry     4   1 
5: Substitute products     4   4 
6: Buyer‟s bargaining power    4   1 
7: Supplier‟s bargaining power   4   1 
1 = Low 5 = High 
The Threats Matrix   
 
Figure 14: The Threats Matrix 
(Kotler & Keller, 2009) Page 91 
10.2.3 SWOT Summary 
The authors present a summary of the SWOT analysis to give an idea of Arcus‟ 
current position and the possibilities in the market. The most important 
2 1
5 3 4, 6, 7
.
High probability (5)   Low probability (1) 
High seriousness (5) 
 
 
 
 
 
Low seriousness (1) 
Linie Aquavit – Taste That Really Travels                                           May 2011 
115 
strengths, weaknesses, opportunities and threats are presented to give a basis 
for Arcus‟ future market strategy in China. 
10.2.3.1 Strengths 
From the competitive matrix the authors have found that Arcus‟ most 
important strengths are human resources, international division, market 
orientation, strong brand and product quality. 
10.2.3.2 Weaknesses 
From the competitive matrix, the authors have found that Arcus‟ most 
important weaknesses are lack of market experience, network and cultural 
understanding. 
10.2.3.3 Opportunities 
From the opportunities matrix, the authors have found that Arcus‟ most 
important opportunities are the expanding high-end market and improving 
infrastructure in China. 
10.2.3.4 Threats 
From the threats matrix, the authors have found that Arcus‟ most important 
threats are changes in the legal system, competition and substitute products. 
10.3 Strategic Problem Definition 
The strategic problem definition is based on the double weighted SWOT, 
which is a summary of the internal and external analysis. The most important 
strengths, weaknesses, opportunities and threats form the basis for Arcus‟ 
strategic problem definition for Linie Aquavit in China: 
“How can Arcus, with little experience of the Chinese market, little network 
and low cultural understanding, utilize their strong human resources, 
international division and market orientation, to emphasize their strong brand 
and good product quality towards the high-end market in order to establish 
Linie Aquavit in the Chinese market while distinguishing the product from 
competition and substitute products?” 
The long-term goal of Arcus is to launch Linie Aquavit on the Chinese 
mainland market. The aim of this thesis is to aid Arcus in reaching this goal by 
conducting research on Chinese students. Under the conditions of what the 
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authors can recommend based on the findings in this thesis, the strategic 
problem definition has been concretized into the three following topics: 
organization, product and price. 
Organization  
What can Arcus do to start working up experience, knowledge and cultural 
understanding concerning the Chinese market? 
Product 
Should Arcus adapt their product Linie Aquavit to the Chinese market or use a 
standardized product strategy? 
If Arcus should choose an adapted product strategy, what changes should be 
done to the different product levels of the customer-value hierarchy
161
? 
 Core benefit (benefit of the product at the most basic level) 
 Basic product (physical, superficial attributes of the product) 
 Expected product (points of parity compared to similar products) 
 Augmented product (brand positioning) 
 Potential product (possible future augmentations of the product) 
Price 
What pricing objective and other strategy choices should Arcus employ in the 
Chinese market? 
11 Conclusion and Recommended Strategy  
In this section the authors will present their conclusion and recommendation 
based on the strategic problem definition. This is organized into three topics: 
organization, product and price. This will also serve as an answer to the thesis‟ 
overall aim and specifically Research Question 5 – Strategy: “Based on the 
research findings and strategic analysis, what strategy recommendations can 
be made for launching Linie Aquavit on the Chinese market?” 
                                                 
161
 (Kotler & Keller, 2009) 
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11.1 Organization 
The next step for Arcus in order to successfully launch Linie Aquavit in China 
must be to expand the organization‟s strong focus on exports to also include 
the Chinese market. The Chinese market differs from other export markets 
Arcus are presently active in, especially in terms of vast cultural differences. 
Trying to enter the Chinese market with the same mindset, tools and resources 
as with previous export markets will not be sufficient. Arcus needs to initiate 
more comprehensive involvement. The authors therefore recommend that 
Arcus create a new position within their international division with the explicit 
mission and responsibility for the Chinese market. This demands new 
investments and resources, but is imperative to ensure the thorough and 
continuous endeavor towards succeeding in the Chinese market in a long term 
and lasting perspective. 
One of the most important tasks of this new position will be to develop and 
maintain a close cooperation with Arcus‟ partner in China. This will enable 
Arcus to have more efficient communication with the Chinese market and thus 
receive essential feedback to learn and understand it better. 
Arcus should also consider and determine if their current agent in China, 
Sinonordic, is the optimal form of partnership and if Beijing is the optimal 
geographical location for market entry in China. This concern is based on the 
authors‟ general knowledge and impression of the Chinese market, and because 
of research limitations they do not have a well-founded basis to give any 
specific recommendations on this matter. 
11.2 Product 
Based on the primary data findings the authors are of the opinion that Arcus 
should apply an adapted product strategy for Linie Aquavit in the Chinese 
market. The following recommendations of adaptation are organized into the 
different levels of the product in the customer-value hierarchy. 
Core Benefit 
In China, Linie Aquavit is an entirely new type of alcohol, and Chinese people 
are not familiar with the product‟s core benefits. Because of this, the most 
important communication objective in the initial phase of market entry should 
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be to familiarize and educate Chinese people about the product category 
Aquavit.  
Within Chinese culture, the core benefits of Linie Aquavit will not only be the 
taste and enjoyment of the drink itself, but to a high degree also the symbolic 
purpose it can serve as a gift. Giving gifts to persons of seniority is an 
important part of the Chinese culture of building and maintaining relationships 
(guānxì) both privately and in business. According to the findings in this thesis, 
Linie Aquavit would be a suitable gift. This should be kept in mind when 
considering adaptations and promotion of the product. 
Basic Product (design and physical appearance) 
Because Aquavit is a type of alcohol completely unknown to Chinese people, 
the label and name of Linie Aquavit does not help them understand what the 
product is. This creates certain challenges when launching Linie Aquavit in the 
Chinese market. The findings in this thesis indicate that alterations should be 
considered done to the packaging of Linie Aquavit, including both its bottle 
and the label design. This is to distinguish Linie Aquavit from other products, 
especially certain bottles of Chinese beer with similar size, shape and color.  
The authors recommend a slimmer, more elegant and exclusive bottle design. 
The back label should be considered translated to Chinese to explain the 
product and the Linie brand story. 
The authors also recommend adding secondary packaging in chosen sales 
outlets, for example a box. This is to make Linie Aquavit more attractive as a 
gift. 
Expected Product  
The authors recommend that Arcus prepares the Chinese consumers to expect a 
product of high quality with a unique history. The Chinese consumers will 
expect certain attributes related to alcohol products of this quality, for example 
the option to buy the product in a box and easy access to information about the 
product and brand via the internet. The authors strongly recommend a Chinese 
internet web page equivalent to that of http://www.linie.com.  
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Augmented Product (brand positioning) 
 It is clear that Linie Aquavit should keep its brand positioning as a premium 
high quality product. However, the authors recommend that this should be 
emphasized even more in the Chinese market. The research findings of this 
thesis indicates that the Chinese students are very interested in the brand story 
of the product, including the production and maturation process, its Norwegian 
heritage and the traditions related to the product. 
Potential Product  
Based on the research findings in this thesis the authors wish to give the 
following suggestions for future possible augmentations of Linie Aquavit as a 
product.  
 Bundling with related products like special Linie Aquavit glasses 
 Special offers or variations related to special festivals, holidays and 
other important events in the Chinese calendar 
 Drink recipes 
 A chilled variation of Linie Aquavit 
The authors suggest that Arcus should conduct further research on these topics 
concerning product strategy before entering the Chinese market, to hopefully 
verify and elaborate on the research presented in this thesis. 
11.3 Price 
The pricing objective that the authors want to recommend for Linie Aquavit in 
China is product-quality leadership. This means that Linie Aquavit should be 
an “affordable luxury”, which implies a high level of perceived quality, taste 
and status. The price should be just high enough not to be out of the consumers 
reach. The authors‟ research suggests that the consumers would pay a high 
price for Linie Aquavit at special occasions, especially as a gift. This means 
that Linie Aquavit should not be positioned as an everyday drink, and that the 
price should reflect this. Arcus should closely monitor the pricing of 
competitor alcohol types, both Western and Chinese, before they set a price of 
Linie Aquavit. 
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Arcus should also consider sales and price promotion activities during holidays 
and festivals when sales of alcohol boost considerably. 
12 Final Comments from the Authors 
In this section the authors will review the thesis and the research process with 
critical eyes, pointing out what could have been done better and what was 
learned from it. 
The toughest lesson learned was concerning the development of the self-
completion questionnaire in the quantitative primary research part of the thesis. 
After all of the data had been collected, the authors started to analyze it with 
SPSS and discovered that a large part of the variables to be analyzed was of 
low quality. It turned out that several nominal and ordinal variables could have 
been interval or ratio variables if some questions and closed answer 
alternatives were designed differently. This led to a limited number of analysis 
techniques to the authors‟ disposal, and thus limited the overall potential of the 
quantitative data analysis.  
Although a lot of information and insight into the research topic was acquired 
from the findings, the authors learned that they could have gotten even more 
and better information if a deeper understanding of data analysis and SPSS had 
been attained before designing the self-completion questionnaire. 
Another issue that caused a lot of worry while writing this thesis was the 
challenge of adapting the thesis topic to what was believed to be the standard 
requirements of style and content of a bachelor diploma thesis according to BI 
Norwegian Business School and Fudan University. The authors spent a lot of 
time and energy working on topics of entry strategy and recommendations for 
Arcus when the thesis aim really was more narrow, making much of this 
unnecessary. The authors wish they had gotten more and clearer guidance 
about this in the very early phases of the thesis work from BI or Fudan 
University, and hope future students will benefit from this experience.
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14 Appendix 
Please note that Appendix 7: Self-completion Questionnaire Data Set and Appendix 8: SPSS 
Transcripts are found on the enclosed CD-ROM. 
14.1 Appendix 1: Arcus AS Organization Chart 
Arcus AS Organization Chart as of May 2011. 
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14.2 Appendix 2: Self-completion Questionnaire 
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14.3 Appendix 3: Interview Guide 
 
Interview ID:  
 
1 -  Taste 
1.1:  What do you think about the taste? Can you try to describe it? 
1.2:  What do you think about drinking it as a shot? 
1.3:  What do you think about sipping it during a meal? 
1.4:  Would you prefer to drink it chilled or at room temperature? 
1.5:  Would you prefer to drink Linie in small or large glasses? 
 
2 -  Drinking circumstances 
2.1:  What other product would you drink while enjoying Linie during a meal? 
2.2:  What kind of food do you think Linie is best for? 
2.3:  To what occasion do you think Linie is best to enjoy? 
2.4:  Who would you like to enjoy Linie with? 
 
3 -  Other product qualities 
3.1: What positive elements (if any) do you associate with Norway, as a producer of Linie 
Aquavit? 
3.2:  What do you think about the bottle and label? Please give the 2 most positive 
elements. 
3.3:  Would you consider Linie Aquavit as a gift, and if so in what occasion and to whom? 
3.4:  As a gift to somebody, what two positive things would you say about Linie to explain 
what it is? 
3:5  What would you guess is the price of one bottle? How much would you pay? 
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14.4 Appendix 4: Home Province of Respondents – China Regions Map 

 The East Coast  760 60.32 %  
 Fujian  26 2.06 %
 Jiangsu  105 8.33 %
 Shandong 87 6.90 %
 Zhejiang 108 8.57 %
 Shanghai 353 28.02 %
 Beijing  7 0.56 %
 Tianjin  9 0.71 %
 Hebei  29 2.30 %
 Guangdong 22 1.75 %
 Hainan  14 1.11 %

 Central China  223 17.70 %  
 Shanxi  19 1.51 % 
 Henan  45 3.57 % 
 Anhui  51 4.05 % 
 Hubei  30 2.38 % 
 Hunan  31 2.46 % 
 Jiangxi  47 3.73 % 
 
 Northeast China  106 8.41 % 
 Heilongjiang 33 2.62 % 
 Jilin  14 1.11 % 
 Liaoning 44 3.49 % 
 Inner Mongolia 15 1.19 % 
 
 West China   135 10.71 %  
 Gansu  10  0.79 % 
 Guizhou  12 0.95 % 
 Qinghai  2 0.16 % 
 Shaanxi  20 1.59 % 
 Sichuan  23 1.83 % 
 Yunnan  11 0.87 % 
 Guanxi  10 0.79 % 
 Ningxia  4 0.32 % 
 Tibet  4 0.32 % 
 Xinjiang  18 1.43 % 
 Chongqing 21 1.67 % 
 
Not used  36 2.86 % 
 Taiwan  3 0.24 % 
 Hong Kong 0 0.00 % 
 Macau  1 0.08 % 
 Others  17 1.35 % 
 Missing  15 1.19 % 
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14.5 Appendix 5: Semi-structured Interview Transcripts 
The transcripts in this section are based on the original hand-written notes and 
interview guides. 
Interviewees: 18  
Males: 7  
Females: 11 
 
Interviewee ID: 1 
Name: Li Yanyan 
Sex: Female 
Questionnaire ID: 983 
1.1:  Good for girls. Better for males. It is strong, I feel it in the head instantly. 
1.2:  I think it is good. In our holiday we have shot. Girls don‟t drink spirits too 
much in China. 
1.3:  Good with fish, tastes very good. 
1.4:  Cold is better for me. 
1.5:  Large glass. My father would like it. 
2.1:  Beer, I think it is good together. 
2.2:  Beef, chicken, fish. 
2.3:  For holiday. Beer for everyday. 
2.4:  Family and friends and classmates. 
3.1:  Sea journey of the world. 
3.2:  It is nice. I like it, simple. 
3.3:  Yes, to my colleagues. At a dinner, and parents and teacher. 
3.4:  Don‟t know. 
3.5: 1500 RMB. 300 to 500 RMB. 
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Interviewee ID: 10 
Name: Leo 
Sex: Male 
Questionnaire ID: 985 
1.1:  Spicy. Very exciting. I like it. In China we most often drink beer, with 
family Baijiu. Not tasted something like it. 
1.2:  Too spicy. 
1.3: I prefer it with lamb. 
1.4:  I prefer it cold. It is hot outside, summer. Maybe warm in winter. 
1.5:  Small glass is best. Too spicy for me, I can‟t drink too much, fear of 
getting drunk. I think it‟s a symbol of Maotai. 
2.1:  With beer. Mixed they taste good. 
2.2:  Lamb. I don‟t think it is appropriate with Chinese food. Don‟t mix. 
2.3:  Drink with friends. Or male family. Or in a nightclub. Not by myself. 
2.4:  With girlfriend. Kind of romantic, the equator is a symbol of forever. 
3.1:  Boat. Norway is symbolized by it in my mind, and Scandinavia.  
3.2:  It is a little bit un-normal, like the backside of the etiquette with the name 
of the boat and history (reverse label). Great. 
3.3:  Yes, maybe for an old friend. Good gift for a teacher. Older person. Maybe 
on the first day of Chinese New Year. 
3.4:  National spirit of Norway. The story. 
3.5:  2000 RMB. Maybe 1000 RMB. 
 
Interviewee ID: 11 
Name: Lily 
Sex: Female 
Questionnaire ID: 690 
1.1:  A little too strong for a Chinese student. Just different from beer and 
Baijiu, more like medicine.  
1.2:  Sip is better. 
1.3:  Prefer to sipping it. Should drink with something to eat. 
1.4:  Cold, it is much better. 
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1.5:  Small glass is already enough 
2.1:  Water. Because water seems very clear, this is very strong. 
2.2:  Fruit, tomatoes and potatoes. 
2.3:  A party or a banquet. 
2.4:  Friends. 
3.1:  A little romantic, long history, unique culture. 
3.2:  I think it is suitable. Seems like some of the culture of Norway. 
3.3:  No, friends and family will not feel familiar with it. Prefer Chinese. 
3.4:  
3.5: 600 RMB. 450 RMB. 
 
Interviewee ID: 12 
Name: Liu Chang Chang 刘畅畅 
Sex: Female 
Questionnaire ID: N/A 
1.1:  Very special. A bit too strong for me. Like Chinese medicine.  
1.2:  No (did not try), only sipping. 
1.3:  Very good with food, better than without. 
1.4:  Chilled. Special taste is less. Not so strong. 
1.5:  Smaller one is good. 
2.1:  Some tea or coffee. Beer is so-so. 
2.2:  Potatoes. Western food. Steak. 
2.3:  Parties. Bar is okay, or dinner. 
2.4:  Friends. 
3.1:  Doesn‟t mean anything special to me. 
3.2:  It is okay, but the bottle should be thinner/slimmer. *Explains and shows 
with hands on bottle* (Especially between the body and the neck of the 
bottle). 
3.3:  Yeah, maybe family members or friends. Birthday, festivals. 
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3.4:  Special routine, the journey. Special taste. 
3.5:  Not sure about price of wine. Not familiar. Above medium level. 400-500? 
400. 
 
Interviewee ID: 14 
Name: Zhou Lei 
Sex: Male 
Questionnaire ID: 472 
1.1:  I drink little wine, so a little too strong for me. Tastes like medicine. I 
usually drink beer. Different from Chinese wine. 
1.2:  No (did not try), afraid to get drunk. 
1.3:  Much better with food. With fish that is very fat, taste is much better. Both 
Aquavit and fish is better. 
1.4:  Cold is better. Fresh, after getting hot from eating and drinking it is 
refreshing. 
1.5:  Small glass is OK, cause we don‟t drink much at once, like with beer. I 
would choose the small glass (if given the choice). Looks elegant. 
2.1:  Something fresh. Sprite, maybe. 
2.2:  Steaks. French food. Western. 
2.3:  Parties. Official occasions. Not suitable for family gatherings. Hard to 
accept with family, but better with business or a gift. Company. Staff. 
2.4:  With friends. Business clients. 
3.1:  High quality, like Norway. 
3.2:  Looks like beer, not wine or something else. Color and bottle is similar to 
beer. Would think it is beer if I was given no description. 
3.3:  Good choice for present. Good impression and reputation of Europe and 
Norway, Sweden. North Europe has good reputation. Especially old 
people love to give alcohol and cigarettes. I would give to grandpa, not 
friends. 
3.4:  The history. Oslo – Sydney – New York. What it is made from 
(ingredients). 
3.5:  800-1000 RMB. Sold very well at 1000 RMB. As a gift I would buy it for 
1000-1200 RMB, but too expensive to buy and drink myself. 
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Interviewee ID: 16 
Name: Bowen Xu 
Sex: Female 
Questionnaire ID: 138 
1.1:  Very good, special. Different from Chinese. 
1.2:  No (did not try), too strong. 
1.3:  Tastes the same with or without food. 
1.4:  Cold one! Just better, less strong. Don‟t like warm. 
1.5:  Small glass is best, too much in big glass. 
2.1:  Just with water. Strong enough, don‟t need beer. 
2.2:  Good with anything. Maybe seafood and potatoes. 
2.3:  With friends. Maybe at a special days and festivals. 
2.4:  Friends. 
3.1:  No, nothing. 
3.2:  Pretty good, I like it. There is no reason why I don‟t like it. 
3.3:  Yes of course, maybe to someone I respect. More senior. Someone you 
respect. 
3.4:  It tastes very special and good. Smells good. 
3.5:  2000 RMB. 1500 RMB. 
 
Interviewee ID: 19 
Name: Evelyn Lee 
Sex: Female 
Questionnaire ID: 801 
1.1:  Strong, like Chinese white wine (Baijiu). Smells better. Like a foggy 
morning in the forest. Mystic nature. 
1.2:  No (did not try) Never shot, afraid to be burned in the throat. 
1.3:  Fat food can help you stand the strong alcohol. Can be combined. 
1.4:  Cold. 
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1.5:  Small glasses like the ones we have used, but filled to the top. 
2.1:  Ginger water. 
2.2:  Salmon, beef, Japanese food (might be a bit strong for this) 
2.3:  Night club, party. 
2.4: With a coming boyfriend, but not on a date, in a party. 
3.1:  Associate it with Mexico. Cold, white, narrow. 
3.2:  Fits in a pirate ship. Like Jack Sparrow. Funny and creative label, but too 
many decorations. Remind about a pirate. 
3.3:  Yes, to my boss or father. Not for women. 
3.4:  Taste from a foreign country. It will give you the braveness to do 
something, become like Johnny Depp. 
3.5:  3000 RMB or 2000 RMB. In a store 1000 RMB. I would buy for 600 
RMB. 
 
Interviewee ID: 25 
Name: Xu Kai Liang 
Sex: Male 
Questionnaire ID: 879 
1.1:  Not too strong, something like sweet. Most Chinese people can accept the 
taste. Can‟t bear vodka, but this is sweeter, not too spicy. Smells good. 
1.2:  Not too bad. If I were to drink with friends, I would drink slow. 
1.3:  Better, prefer to drink slower. 
1.4:  Cold is better. Not so sweet. Taste cold. 
1.5:  Prefer bigger glass, but still drink slow. The brochure compares Linie to 
Maotai. Half full glass. 
2.1:  Don‟t know. Aquavit is fine by itself. Don‟t need beer. 
2.2:  Steak. Better with western food. Would drink Chinese wine with Chinese 
food, not Aquavit. Some people drink red wine with Chinese food. 
2.3:  Depends on price. If it is equal to Maotai, it is luxury for ceremonies and 
such. Special occasions and important holidays. 
2.4:  Formal setting. Maybe taste it at home, but probably not frequently. 
Friends.  
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3.1:  Snow. No idea. Nice country. North, near Finland, similar. Christ. I like 
“Taste that travels”.  
3.2:  Shape is normal. Hard to notice if put next to other wines. Does it come in 
a package? No?! It should be put in a package. I like “Taste that travels”. I 
like the label, boat, and the story is good. 
3.3:  It can be a gift. Souvenir from Norway. Máotái jiǔ is used as gift for 
example to supervisor. Maybe a gift to best friend if I‟d been to Norway. 
3.4:  The story, “taste that travel”. National wine (if I came back from Norway). 
3.5:  1000 Yuan is acceptable. 2000 can be understood because I know that 
Norway is expensive. But in France you can get good red wine for 10 
Euros. I would not buy it for 1000 Yuan, for most students 100 Euro is 
expensive. For 500 Yuan I could buy it as a gift. 
 
Interviewee ID: 26 
Name: Violet He 
Sex: Female 
Questionnaire ID: 63 
1.1:  Really good. A little like vodka, but just different. 
1.2:  Yes. Got a little drunk, maybe too strong, but the same like other drinks.  
1.3:  Really good with beef. (think it means lamb meat). 
1.4:  Cold one is better, it is cool, it makes me cool. 
1.5:  I think small is better, haven‟t tried bigger. 
2.1:  Beer is OK. Haven‟t tried vodka or anything else. Alone is better. 
2.2:  Beef. Western is better. 
2.3:  Anniversary. Important days. 
2.4:  Boyfriend or husband!  
3.1:  I really would like to be in Norway, interested in North Western countries. 
Would like to go there. Reminds me of that. 
3.2:  It‟s okay. It can interest people, the picture.  
3.3:  Maybe, but I would buy for myself rather than a gift. 
3.4:  Really great alcohol. Norwegian. 
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3.5:  Hard to guess, don‟t know about price of alcohol. 60 RMB. Hard to say, 
but I would buy it for 60.  
Interviewee ID: 30 
Name: Huo Diangdong 
Sex: Female 
Questionnaire ID: 107 
1.1:  Like medicine, very strong. Different from Chinese. 
1.2:  Very strong, feel very hot. Not good. 
1.3:  Much better, especially cold. 
1.4:  Cold. 
1.5:  Small glass. Because it‟s no a thirst-clenching drink.  
2.1:  Water. Beer is OK, maybe fruit. 
2.2:  Vegetables. Like potatoes and tomatoes. Banana. 
2.3:  Party. 
2.4:  Friends. 
3.1:  No, perhaps because I have never tasted any other foreign drinks. 
3.2:  If sold in China, need a Chinese label. Bottle OK. 
3.3:  Of course. Give to teacher. Elder people. Teacher‟s day or spring festival. 
3.4:  The story. 
3.5:  60 RMB. Much lower. 
 
Interviewee ID: 32 
Name: Wang Shuxian 王抒弦 
Sex: Female 
Questionnaire ID: 822 
1.1:  Too spicy, but better than Baijiu. Very spicy at first, then smells good. 
1.2:  No, I just drank a little bit. 
1.3:  It is good with food. 
1.4:  Tried both, cold one is better. Smells better, make me feel less spicy. 
1.5:  Small glass. 
Linie Aquavit – Taste That Really Travels                                           May 2011 
140 
2.1:  Sprite. Better than beer. 
2.2:  Peanuts, like with Baijiu. Salty food. 
2.3:  With family, spring festival. Family would not like it. 
2.4:  Friends, good friends. 
3.1:  Beautiful country. Cold. 
3.2:  It looks like beer. Didn‟t think it would be so spicy. 
3.3:  I would never think about it. 
3.4:  
3.5:  Baijiu is 300-500, so the same as that. I would pay 100 RMB. 
 
Interviewee ID: 33 
Name: N/A 
Sex: Female 
Questionnaire ID: N/A 
1.1:  At first the smell is good, it is too spicy for ladies. 
1.2:  Too strong. 
1.3:  It is good, especially with fish. 
1.4:  Cold. Tastes better. 
1.5:  Small glass, like Baijiu. 
2.1:  Beer was good, not strange. 
2.2:  Not spicy food. Good cooked, but not fried food. Things that taste little. 
And vegetables, tomato. 
2.3:  At special occasions. Rarely. 
2.4:  Gentlemen who like spirits. 
3.1:  People in Norway have strong characters and like liquor. In a cold place 
you need to get warm. 
3.2:  It looks like a beer. Doesn‟t look cheap. Nice bottle, suitable for 
gentlemen. Not too colorful. 
3.3:  Yeah. Successful men who like alcohol. The first time I meet a man and in 
business occasions.  
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3.4:  It has a fresh taste. You‟ll like it if you try it, but it is a little spicy. 
3.5:  1000 RMB. 1000 RMB. 
 
Interviewee ID: 34 
Name: N/A 
Sex: Female 
Questionnaire ID: N/A 
1.1:  Spicy. Not spicy, but spicy in the throat. I like a little, but can‟t drink too 
much. 
1.2:  No (did not try). 
1.3:  I don‟t know, I drank it before the food. 
1.4:  Cold one. Tastes less spicy. 
1.5:  Small glass. 
2.1:  Water better than beer. Maybe alone is better. 
2.2:  Chicken and fish. Western is better. 
2.3:  Special festivals. 
2.4:  Friends. Boyfriend. 
3.1:  The story, it‟s very famous wine.  
3.2:  It‟s okay. The name, “water of life” it‟s very interesting.  
3.3:  Birthday present to my father. Maybe not this spicy wine to friends. 
3.4:  (to father) Expensive. Very spicy, special for you! 
3.5:  200 RMB. 200 RMB. 
 
Interviewee ID: 37 
Name: Lam Wu 
Sex: Male 
Questionnaire ID: N/A 
1.1:  Taste more like Chinese spirit. Could be stronger. I can take it. Taste like 
you added spice. Makes the tongue hot. Burning inside. 
1.2:  Okay. No big difference drinking bottoms up. Usually do this when 
drinking wine.  
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1.3:  Less strong when next to food. 
1.4:  Chilled one as better. It is hot outside, summer is coming. Maybe room-
temperate  is better in winter. 
1.5:  Usually in China, we drink wine from disposable glasses of medium size. 
But this little glass is cute. Cute is good. Would prefer bigger if he had the 
choice and did not know about the tradition of small glasses. 
2.1:  Good match with beer and water. Maybe mixed with Coca Cola like 
whiskey and coke. Or ice tea. I like Jack Daniels.  
2.2:  Broccoli. Tomato. Potato? Potato. Good with vegetables. Did not like bone 
I the lamb. 
2.3:  Celebration. Business success. Important events. NOT good for family 
reunions (because of too much alcohol). 
2.4:  With western friends and colleagues, since it‟s western.  
3.1:  Nothing reminds me of Norway. Just the west.  
3.2:  Awesome. The journey. Reverse label, you can see the time and name of 
the ship. 
3.3:  Like Máotái jiǔ. Give to seniors, older generations, people you respect. 
Major festivals, birthday, New Year, Mid-Autumn, we give this kind of 
gifts.  
3.4:  Ship story. Norwegian. 
3.5:  Between 500-1000 RMB. Given the fact that it is foreign. I would buy for 
200-500 RMB at important events, once a year.  
 
Interviewee ID: 38 
Name: Owen Wang 
Sex: Male 
Questionnaire ID: N/A 
1.1:  Very good. Think it‟s like baijiu or Chinese medicine wine. I like it. 
1.2:  No, I can‟t, too strong. 
1.3:  Yes, much better with food, especially fish. 
1.4:  Colder one is better. Not so strong, just like water. 
1.5:  Small glass is better. 
Linie Aquavit – Taste That Really Travels                                           May 2011 
143 
2.1:  Water. Or only Aquavit. 
2.2:  Meat, fish. Maybe Chinese seafood. 
2.3:  Festival days. Also, not every day, but some days one cup. 
2.4:  Friends. 
3.1:  Overseas. Don‟t think of it as typical Norwegian. 
3.2:  Young people would love the design, not old people.  
3.3:  It is a good gift. Guanxi, some works with business. Chinese would like 
foreign things. Fresh.  
3.4:  From Norway. Sea journey, because it interests me.  
3.5:  Under 500 RMB. I would buy for 300. 
 
Interviewee ID: 39 
Name: Jing Hong 
Sex: Male 
Questionnaire ID: 908 
1.1:  It tastes very good. Not very strong. Some Chinese spirits are stronger. 
1.2:  Good as a shot. 
1.3:  Just the same. 
1.4:  Cold. Not so strong when cold. 
1.5:  Small glass. 
2.1:  With water. 
2.2:  Barbeque. 
2.3:  Ordinary day. 
2.4:  Everyone! But maybe with myself. 
3.1:  No, I don‟t think of anything. 
3.2:  It‟s very nice, very special. 
3.3:  Maybe. Father or teacher. Everyday is ok. 
3.4:  I would tell them it‟s from Norway and taste very good. 
3.5:  60 RMB. 60 RMB. 
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Interviewee ID: 40 
Name: George Wang 
Sex: Male 
Questionnaire ID: N/A 
1.1:  A little similar to whiskey. Tastes familiar to a food, but can‟t say what. 
Color looks like Chivas (Regal).  
1.2:  No (did not try), just sip, sometimes more. 
1.3:  Best with bacon and potato. 
1.4:  Yes, cold is better! Feels better. 
1.5:  maybe small, „cause I can drink all at once. Beer in a big glass.  
2.1:  Beer. 
2.2:  Bacon. Haven‟t tried with Chinese food so it is hard to say. Chinese food 
always with beer, not alcohol (does not view beer as alcohol, at least not 
compared with wine and liquor).  
2.3:  When you break up with someone. Sad. Maybe when you are alone, 
watching a good action movie. Like a treat to yourself, have a good time. 
2.4:  Maybe friend or girlfriend. 
3.1:  Cold country. Not a lot of people. Cold places have strong alcohol. 
3.2:  Not special, but not bad. The boat represents Norway. Don‟t understand 
the words “Linie Aquavit”, but that might make people curious to try it.  
3.3:  Yes, to parents or relatives, maybe friends. I would tell them I had a try 
and that it was good/special.  
3.4:  Really strong. You never tried it before. 
3.5:  Supermarket: 250 RMB. Bar: 500-600 RMB. Not worse than whiskey or 
vodka. I would buy if I felt good or if there was a discount. 
 
Interviewee ID: 41 
Name: Zhang One 
Sex: Female 
Questionnaire ID: N/A 
1.1:  It is strong and delicious. Similar with Maotai. Would be good in a 
Chinese bar. 
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1.2:  Good shot. 
1.3:  Very good with lamb. Not Chinese food. 
1.4:  Cold. Tastes cooler. 
1.5:  Small glass because it‟s strong. 
2.1:  Coca Cola, not beer. 
2.2:  Lamb and Italian food. Pizza. Spaghetti. 
2.3:  A special party. With noisy music. 
2.4:  Just friends. They can dance with me. 
3.1:  It is special, but no. 
3.2:  Cool bottle. Pop. Label is more ordinary. Bottle is OK, like Vodka. 
3.3:  Yes, especially to men, not a girl. Birthday, holiday, after final exam.  
3.4:  It is special from Norway and Europe. It is good for a strong man. 
3.5:  300 RMB. 200-300 RMB. 
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14.6 Appendix 6: Linie Aquavit and Chinese 650ml Beer Bottle 
 
 
The picture on the right shows a bottle of Suntory beer. Suntory is a Japanese 
brand which is very popular in Shanghai. In China, beer is very commonly sold in 
650ml bottles. A 650ml bottle of beer usually costs between 2 and 5 yuan. As the 
pictures illustrate, there are many similarities in bottle size, shape, color and 
design. 
 
14.7 Appendix 7: Self-completion Questionnaire Data Set 
The Self-completion Questionnaire Data Set can be found on the enclosed CD-
ROM. 
14.8 Appendix 8: SPSS Transcripts 
The SPSS Transcripts can be found on the enclosed CD-ROM. 
 
Appendix 7: Self-completion Questionnaire Data Set
ID q11 q12 q13 q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q33 q34 q35 q36 q37 q38 q39 G A M S M D G P
1 2 7 1 1 1 1 1 1 1 4 2 4 4 3 4 2 2 4 3 2 5 3 0 1 1 7 3 3 18 5
2 2 5 1 1 4 1 4 2 5 3 4 2 4 3 3 6 3 4 3 2 5 4 1 1 1 3 4 5 21 6
3 2 3 1 2 1 3 4 4 1 1 1 1 1 2 2 1 1 1 2 1 1 1 1 3 1 7 4 3 9 6
4 2 1 1 4 5 1 2 2 4 3 3 4 4 3 2 2 3 5 3 2 5 3 0 1 2 6 3 5 26 6
5 2 3 1 2 4 2 3 2 4 3 4 2 2 3 3 1 4 3 3 2 5 3 1 2 1 7 3 4 26 6
6 2 2 1 2 4 4 4 3 4 4 4 3 5 5 3 2 8 6 3 3 6 8 1 1 2 9 5 6 26 6
7 2 1 1 4 3 2 1 2 4 4 1 3 4 3 2 2 4 5 2 2 5 3 0 1 1 7 3 4 11 5
8 2 7 2 2 2 2 3 2 3 1 2 4 2 2 2 2 3 6 2 2 2 1 0 2 1 3 4 4 19 5
9 1 1 1 3 4 1 5 5 3 2 1 4 3 1 2 6 2 4 2 2 5 3 1 1 1 7 4 4 23 5
10 1 3 1 2 1 3 3 3 5 2 1 2 2 2 3 6 3 4 2 2 6 4 1 2 1 1 5 5 7 3
11 2 1 1 3 2 4 2 2 4 1 3 3 4 3 3 5 2 6 2 2 5 3 0 1 2 7 3 6 18 3
12 2 1 1 4 4 5 3 3 3 4 4 4 3 3 4 2 2 4 23 2 5 4 0 1 1 9 2 3 13 1
13 1 1 3 5 5 1 3 3 2 4 4 4 5 3 2 2 2 4 3 3 3 3 0 1 1 5 4 4 18 6
14 2 1 3 2 3 1 2 2 2 1 1 5 3 1 1 6 1 4 2 1 3 1 1 1 1 3 5 5 18 4
15 2 7 1 2 2 1 1 1 4 5 1 1 3 2 4 2 5 6 3 2 7 5 1 2 2 9 3 3 1 1
16 1 1 3 4 3 4 2 5 5 2 1 5 3 1 2 1 2 3 3 2 5 3 1 1 1 7 4 4 12 4
17 1 1 1 5 3 3 4 4 4 4 2 5 2 3 2 1 4 4 3 2 5 3 0 2 1 8 3 3 26 6
18 1 7 2 3 1 1 1 5 4 2 2 4 3 3 2 5 2 3 2 2 5 3 1 2 1 3 4 4 26 6
19 2 2 2 4 5 3 2 3 4 4 2 4 5 4 2 2 3 5 3 2 5 4 0 3 1 7 3 3 12 6
20 2 1 1 5 3 1 2 2 4 4 3 4 4 3 2 2 3 4 2 2 6 4 1 1 1 1 3 4 15 6
21 2 5 1 2 3 3 4 5 5 2 4 2 4 5 4 5 6 6 2 2 8 5 0 1 1 7 5 5 26 6
22 2 1 1 4 3 1 3 3 4 4 3 4 1 3 4 6 5 4 3 2 6 3 0 1 1 8 4 4 26 6
23 1 1 3 4 4 2 3 3 2 2 1 2 3 1 2 1 2 2 2 2 5 2 0 2 2 1 3 3 23 4
24 2 7 3 1 1 1 1 1 1 5 1 2 5 1 2 1 1 4 3 1 1 1 1 2 1 8 6 3 4 6
25 2 1 1 3 4 3 2 3 4 2 4 3 3 3 4 3 8 6 4 2 3 1 1 1 1 5 4 4 5 7
26 2 7 1 1 2 1 3 3 5 1 1 3 3 2 2 3 2 3 23 2 3 2 1 2 1 9 3 3 26 6
27 2 2 1 4 5 1 1 3 4 2 2 4 5 4 2 1 5 6 3 2 8 6 1 2 1 1 4 4 26 6
28 2 2 2 3 5 4 3 3 5 5 4 5 4 4 3 6 3 2 2 2 5 3 0 2 1 8 3 3 23 4
29 2 1 1 5 5 3 4 4 3 1 2 4 3 3 3 2 1 3 3 3 3 1 0 1 1 3 4 3 26 6
30 2 1 1 4 5 1 1 1 3 2 1 2 2 2 2 2 3 3 3 2 5 3 0 2 1 3 3 5 18 4
31 2 7 1 2 3 4 3 3 2 1 1 4 4 1 1 6 1 3 4 1 6 1 0 1 1 9 4 4 26 6
32 2 7 1 3 4 1 3 3 4 5 1 4 3 3 2 4 3 5 3 2 7 3 1 1 1 3 4 4 26 6
33 2 1 2 5 3 4 5 4 4 3 2 4 3 3 4 2 3 4 3 3 5 3 0 2 1 7 4 4 11 6
34 2 7 2 3 4 1 3 3 3 1 1 3 3 1 2 2 3 3 2 3 5 3 0 3 4 7 3 4 9 2
35 2 2 1 3 3 2 3 4 2 2 3 3 3 4 2 1 2 3 3 2 3 3 1 1 1 1 4 4 26 6
36 2 1 1 4 3 2 3 3 4 2 2 4 4 2 3 6 4 3 3 2 8 7 1 1 1 1 3 4 26 6
37 2 2 2 4 5 3 3 3 3 1 1 3 3 2 2 1 2 3 4 2 5 1 1 1 1 1 4 4 26 6
38 2 1 2 4 4 4 2 2 4 2 2 3 3 3 2 2 4 3 3 3 7 4 0 3 1 7 3 4 19 6
39 2 7 2 2 4 4 4 2 4 4 2 4 4 1 2 6 3 3 1 2 6 4 1 2 1 1 4 4 3 4
40 2 7 3 1 1 1 1 1 3 1 2 1 1 1 1 2 1 3 3 1 3 1 1 2 1 1 5 5 8 3
41 2 1 2 2 3 1 2 3 3 4 1 2 3 3 3 2 4 3 2 2 4 5 0 2 1 7 4 4 26 6
42 7 7 1 1 1 1 1 1 1 1 1 1 1 1 1 7 1 1 3 1 1 1 1 2 1 7 4 4 26 6
43 1 7 2 4 5 1 2 2 4 3 1 5 4 3 2 6 3 6 3 2 6 5 1 2 1 1 4 6 26 6
44 2 4 2 4 2 1 3 5 1 1 1 4 3 1 3 6 4 4 3 2 5 3 0 2 1 5 5 5 9 6
45 6 7 1 1 1 1 1 1 1 1 1 1 1 1 2 4 1 4 3 1 7 7 1 1 2 6 5 5 32 1
46 1 2 1 4 5 2 4 4 5 2 1 4 3 1 2 2 3 4 2 2 5 5 1 2 1 4 4 4 26 6
47 1 7 1 1 1 1 1 1 1 3 3 3 5 2 2 3 2 5 2 2 5 3 1 2 1 4 5 5 26 6
48 2 7 3 3 2 1 3 1 1 1 1 1 1 1 2 1 1 4 3 1 1 1 0 2 2 12 5 6 26 6
49 2 4 1 3 3 5 1 1 1 3 3 4 2 4 3 2 5 3 3 3 5 5 0 2 1 12 5 5 12 4
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50 1 1 2 1 3 5 3 3 2 5 2 4 3 6 2 1 4 6 3 3 6 8 1 3 1 4 2 4 13 3
51 2 7 2 4 3 1 4 4 4 2 1 5 4 3 3 1 2 2 4 2 5 3 0 1 1 1 4 5 35 7
52 2 1 1 5 1 1 1 1 1 3 1 5 3 1 3 2 3 3 3 2 5 3 0 1 1 5 3 4 22 3
53 1 2 1 1 3 1 3 4 3 4 1 5 4 2 2 3 5 3 3 2 5 5 1 2 1 3 4 4 26 6
54 2 6 1 5 4 2 1 2 5 4 4 3 5 3 2 6 2 3 3 2 4 3 1 2 1 5 4 3 5 2
55 2 1 2 3 4 1 2 2 4 2 2 3 2 2 2 2 2 3 3 2 5 1 1 1 1 1 4 4 26 6
56 1 7 1 3 3 1 2 2 4 5 1 3 4 1 1 1 2 1 2 2 6 1 1 1 1 3 5 5 26 6
57 2 7 1 3 4 1 1 1 3 1 3 4 4 3 2 1 3 2 3 2 5 1 1 1 2 5 4 4 26 6
58 2 1 2 5 2 2 3 3 3 5 4 4 3 4 3 1 2 3 3 3 4 5 0 2 2 4 3 3 26 6
59 1 1 1 5 3 2 1 2 4 2 2 3 3 3 2 6 3 3 3 2 7 5 0 1 1 7 4 4 13 2
60 2 2 1 4 5 2 1 1 5 4 1 4 4 3 2 2 3 4 3 2 4 2 0 2 1 7 3 3 26 6
61 2 1 1 5 5 4 5 5 5 1 1 3 5 2 3 5 2 3 3 2 5 4 1 2 1 9 2 3 28 1
62 2 1 1 4 2 1 1 1 1 3 3 4 2 3 2 6 4 4 3 2 5 3 0 1 1 1 3 4 2 5
63 2 6 2 4 5 4 2 4 5 4 5 4 2 4 3 2 4 5 3 3 4 3 1 1 2 5 5 5 26 6
64 2 1 2 4 4 2 2 2 4 2 1 3 2 2 2 2 2 3 3 2 3 2 1 2 1 4 4 4 22 1
65 2 7 1 1 3 1 1 3 4 2 5 3 4 1 5 7 1 3 2 1 5 1 1 1 1 7 3 3 2 4
66 6 7 1 3 2 1 1 1 1 1 1 3 3 2 2 6 1 4 2 2 4 1 0 2 2 7 4 4 26 6
67 3 4 1 3 3 4 2 2 4 2 4 4 4 4 2 1 3 4 3 2 7 3 1 1 1 12 4 4 1 2
68 2 1 1 3 4 4 4 4 3 2 3 4 3 2 3 2 3 2 3 2 5 3 0 2 2 8 3 4 13 3
69 1 1 1 3 1 1 1 1 1 1 1 4 3 1 1 2 1 2 3 2 3 1 1 1 1 1 3 4 23 2
70 2 7 2 4 4 3 1 1 3 1 1 3 4 2 2 6 1 3 3 2 6 3 1 2 1 9 4 3 18 3
71 2 2 2 3 4 1 1 2 2 1 1 4 5 4 2 6 4 5 3 2 3 2 0 3 2 2 3 3 18 6
72 4 7 1 4 5 2 3 3 3 5 2 4 3 3 2 2 2 4 3 2 5 3 1 1 1 9 4 5 26 6
73 2 7 1 1 3 1 1 1 2 1 1 5 3 1 2 2 2 3 3 2 5 3 1 2 1 4 4 4 18 3
74 1 7 1 3 1 1 1 1 1 4 1 4 5 1 2 6 3 3 3 2 3 3 1 1 1 9 5 6 26 6
75 5 5 1 3 3 3 3 3 3 3 3 3 3 2 5 6 8 3 3 2 5 6 0 1 1 1 4 4 1 3
76 4 7 3 3 1 1 3 1 1 1 5 2 1 1 2 4 4 3 3 1 3 1 1 1 1 9 6 6 22 2
77 4 1 1 1 1 1 1 1 1 3 1 2 3 1 1 1 2 3 3 1 3 3 1 1 1 9 3 3 18 3
78 4 7 1 5 3 1 1 1 1 5 3 1 5 3 2 2 2 3 3 2 3 3 0 1 1 7 4 4 15 6
79 2 1 1 3 1 2 4 2 4 4 1 4 2 1 2 2 1 4 3 2 3 1 1 1 1 9 4 4 10 4
80 7 7 3 1 1 1 1 1 1 1 1 1 2 1 1 7 1 3 3 1 5 1 1 2 1 8 4 3 26 6
81 1 1 1 5 5 3 3 3 3 2 1 5 2 2 2 2 4 6 4 2 4 2 0 1 1 4 5 5 1 2
82 2 1 3 4 3 1 3 3 4 3 2 3 3 1 2 2 2 4 2 2 2 2 1 1 1 4 4 5 25 3
83 2 1 1 3 3 2 2 3 5 4 3 3 5 2 5 3 8 6 3 2 5 5 1 2 1 3 4 4 13 3
84 1 7 1 3 2 2 4 4 5 5 1 3 3 6 2 6 7 6 3 2 4 5 1 2 1 9 5 5 25 6
85 2 5 2 1 3 2 5 3 3 2 2 4 3 3 3 6 4 4 3 2 7 6 0 2 1 5 4 4 11 4
86 2 7 1 3 2 4 1 2 1 1 2 3 3 1 3 2 2 4 2 2 3 2 1 2 2 7 3 2 19 2
87 1 7 1 3 3 1 1 1 4 2 1 3 2 1 3 4 2 3 3 2 4 1 1 1 1 9 5 5 26 6
88 1 1 3 4 4 4 2 2 2 4 3 3 5 4 2 2 2 3 3 4 6 3 0 2 1 7 4 4 26 6
89 2 1 2 4 5 3 3 3 3 2 3 4 4 4 2 2 3 3 3 4 5 2 0 2 1 8 3 3 17 3
90 2 1 1 4 3 1 2 2 2 2 2 2 2 1 2 6 4 3 1 2 5 3 0 1 1 8 4 4 10 4
91 1 2 1 3 4 3 3 3 4 3 4 3 2 2 3 6 4 5 3 2 3 1 0 1 1 8 2 3 4 3
92 2 1 1 5 4 2 2 2 2 2 1 5 3 2 2 6 1 3 2 2 5 3 0 3 4 8 4 3 13 2
93 1 2 1 3 4 4 3 5 4 2 4 3 3 3 2 1 3 3 3 2 5 3 0 3 4 8 3 3 18 2
94 2 1 3 4 4 1 3 3 3 5 3 3 4 4 3 2 2 5 3 2 5 3 1 3 1 5 4 3 11 3
95 2 7 1 3 4 1 2 2 4 1 1 3 3 2 2 2 2 4 3 2 4 2 1 1 1 11 3 3 26 6
96 2 2 1 4 5 2 3 3 3 2 2 4 4 3 2 1 2 4 3 2 3 1 1 1 2 1 4 4 12 6
97 2 2 1 3 5 2 3 3 3 2 1 4 4 3 2 1 2 5 3 2 3 1 0 1 2 1 3 4 23 1
98 2 1 2 4 5 1 1 1 5 2 1 5 5 1 3 3 1 6 3 2 5 1 1 3 2 2 4 4 27 6
99 2 7 2 3 1 2 1 2 3 1 1 4 4 4 3 1 4 3 3 2 6 2 1 3 1 7 2 3 1 2
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100 2 1 1 3 3 4 2 3 3 4 3 4 2 5 3 6 7 6 3 2 4 5 1 1 1 1 4 4 5 2
101 2 1 1 5 1 1 1 1 1 3 2 3 3 3 2 6 2 4 2 2 3 1 1 2 1 9 3 3 9 6
102 2 2 1 4 4 1 3 3 4 3 3 4 4 2 2 6 3 6 4 2 5 3 1 1 1 4 4 5 23 4
103 2 1 1 4 3 1 3 3 5 3 2 2 2 2 2 6 2 6 3 2 5 3 1 1 1 4 4 4 26 6
104 2 1 1 4 1 5 3 5 2 2 1 3 3 1 2 6 5 6 3 2 5 5 1 1 1 11 4 4 26 6
105 2 1 1 4 3 1 4 3 3 2 1 4 2 3 2 4 3 5 2 2 6 4 1 2 1 3 5 6 27 4
106 5 1 2 4 2 2 2 2 4 1 2 5 4 3 2 1 2 4 3 2 4 3 1 2 1 2 3 4 18 7
107 1 4 3 3 2 2 2 4 4 2 2 2 3 1 2 1 1 3 3 2 5 5 1 3 1 5 3 3 18 6
108 1 1 1 4 2 2 3 3 4 4 1 3 3 2 2 1 1 3 23 2 5 1 0 3 1 3 3 4 26 6
109 2 1 2 4 3 1 4 4 4 4 3 4 2 4 3 2 3 3 3 3 7 5 0 2 2 4 5 5 26 6
110 1 1 1 4 3 1 1 4 3 1 2 2 2 3 2 1 3 6 3 2 5 3 1 2 1 7 3 5 12 1
111 2 1 1 3 4 5 2 3 4 4 1 3 2 2 3 2 3 3 1 2 4 3 0 1 1 1 4 4 12 2
112 2 5 1 4 3 1 5 2 3 1 4 3 3 3 2 1 2 5 3 2 3 1 1 2 2 7 3 3 26 6
113 2 1 2 3 1 1 3 3 4 1 1 5 2 3 2 1 2 4 3 2 3 1 0 3 2 7 6 6 24 6
114 2 2 2 3 5 4 2 4 4 3 2 5 4 3 2 2 4 4 3 2 4 3 1 3 1 7 3 4 18 6
115 2 1 3 3 4 3 3 2 2 2 2 3 2 3 2 2 4 3 3 2 8 4 0 3 1 7 3 3 19 6
116 1 1 2 4 3 1 1 1 4 3 1 4 2 1 2 2 2 3 2 2 5 3 0 1 2 7 4 6 12 1
117 2 7 1 3 3 1 1 2 1 2 2 3 2 2 1 6 1 4 3 2 4 1 0 1 1 7 4 5 8 5
118 2 1 1 3 1 1 1 3 3 3 1 2 2 4 2 2 4 5 3 2 7 3 1 2 1 4 3 3 32 4
119 1 2 1 3 4 1 1 1 2 3 2 4 2 3 3 6 4 3 3 2 4 3 1 2 1 4 4 3 6 3
120 2 7 1 4 3 3 3 3 4 1 2 4 4 1 6 2 4 3 3 3 4 3 0 3 4 2 5 5 1 5
121 5 2 1 3 5 1 1 2 4 4 2 4 3 2 6 6 4 3 3 2 6 5 0 3 1 2 4 3 21 4
122 1 5 1 3 4 2 3 4 5 4 2 1 2 1 2 4 4 4 3 2 4 3 1 1 2 4 3 4 10 5
123 1 3 1 2 3 2 3 3 5 1 2 4 2 1 2 3 3 6 2 1 4 1 1 2 1 4 4 4 26 6
124 1 1 1 2 4 3 4 4 3 2 1 3 3 2 2 6 5 3 3 2 5 3 1 2 1 12 4 4 23 3
125 2 7 1 2 3 2 2 2 2 2 1 4 4 1 1 7 1 3 3 2 4 1 0 1 1 7 4 4 26 6
126 2 7 2 3 4 4 1 1 4 2 2 4 3 3 3 4 3 4 3 2 5 3 1 2 1 7 4 4 26 6
127 2 1 1 4 2 1 1 1 1 2 1 3 3 2 2 2 5 3 2 2 7 6 1 1 2 6 2 2 20 7
128 2 1 1 3 4 1 2 3 3 2 1 3 4 1 3 2 3 4 3 2 5 3 0 2 1 8 4 3 26 6
129 5 5 3 2 3 1 3 2 4 5 1 4 4 2 2 2 3 4 3 2 6 3 1 2 1 4 5 5 26 6
130 2 1 2 5 3 3 3 3 3 5 2 5 5 3 2 2 3 3 3 2 5 3 0 2 1 7 4 4 26 6
131 2 7 1 2 3 1 2 2 3 1 1 3 2 2 2 2 2 4 3 2 2 5 1 1 1 3 4 4 25 5
132 3 5 3 4 2 2 5 4 4 5 4 3 4 2 3 6 2 3 3 2 5 3 0 1 2 3 2 2 23 6
133 2 1 1 3 4 2 3 3 3 1 1 3 3 4 3 6 4 4 3 2 7 3 0 2 1 7 4 4 9 3
134 2 2 3 3 5 1 3 3 4 2 1 3 4 1 2 2 2 4 3 2 7 2 1 2 1 7 3 4 23 2
135 1 1 1 3 3 1 3 3 3 2 1 3 4 1 2 2 2 3 3 2 7 3 1 1 1 1 4 4 26 6
136 1 1 1 3 5 2 4 3 5 3 2 3 4 1 2 2 2 3 3 2 4 2 1 1 2 3 3 5 21 6
137 2 2 2 5 5 1 3 3 5 1 3 5 3 6 5 3 8 6 3 2 5 5 0 2 1 1 5 5 32 5
138 2 1 3 3 3 2 3 3 4 5 2 2 1 2 2 6 2 4 3 2 4 2 1 2 1 7 4 4 26 6
139 2 1 1 2 4 4 4 3 4 4 4 1 2 4 3 2 5 4 23 2 7 5 0 2 2 8 4 3 26 6
140 2 3 2 2 3 2 2 2 4 3 4 4 4 4 3 2 5 6 3 2 5 5 0 1 1 8 4 5 26 6
141 2 1 2 3 2 4 4 4 4 3 2 4 4 1 2 2 3 3 2 2 5 3 0 2 2 8 4 4 26 6
142 7 7 2 1 1 1 1 1 1 3 1 4 2 2 2 1 1 3 3 2 4 1 0 2 1 1 4 4 26 6
143 6 7 1 1 1 1 2 3 3 2 1 4 4 1 2 2 3 3 3 2 4 2 1 2 2 7 3 4 20 2
144 2 7 2 3 1 1 3 3 4 1 1 3 4 1 1 6 1 4 3 2 5 1 1 1 1 1 2 3 28 2
145 2 1 2 4 3 1 5 4 4 4 4 4 4 1 1 5 2 4 23 2 5 5 0 2 2 4 5 3 13 4
146 2 7 2 4 5 5 5 3 2 4 3 5 4 1 4 2 3 3 3 2 6 3 1 2 1 8 3 3 7 2
147 1 2 1 1 4 1 1 1 1 1 1 3 3 3 2 1 2 6 1 2 2 1 0 2 2 7 4 4 18 5
148 1 2 2 1 5 1 2 1 4 3 3 4 2 6 5 2 7 6 3 3 5 5 1 1 1 8 4 4 26 6
149 1 7 1 5 5 3 4 5 5 1 5 1 5 1 3 1 3 6 2 2 5 3 0 2 2 8 3 4 8 7
Appendix 7: Self-completion Questionnaire Data Set
150 1 2 2 2 4 1 2 1 4 2 1 4 4 3 2 3 5 3 3 2 5 3 1 2 1 7 4 4 26 6
151 1 1 1 3 3 1 1 1 1 1 1 3 2 2 3 2 1 4 3 2 5 2 1 2 1 4 4 4 8 2
152 2 3 2 3 3 1 2 3 4 4 2 4 4 2 2 6 1 4 3 2 4 4 1 2 1 7 2 3 20 3
153 5 2 1 4 4 2 2 2 2 2 2 3 3 4 2 2 1 4 2 3 5 1 0 2 1 8 2 3 18 2
154 2 1 1 5 2 3 2 2 3 4 2 3 1 3 2 2 2 3 3 2 3 2 0 2 2 1 2 3 9 1
155 2 1 2 2 1 1 1 1 1 1 1 3 3 3 5 2 6 4 3 2 5 3 1 3 4 8 4 4 7 2
156 2 5 1 3 3 4 3 2 4 2 3 4 4 2 2 5 1 3 3 2 3 5 1 2 1 1 3 6 32 1
157 1 2 1 2 4 4 3 3 1 1 1 3 3 2 3 6 4 3 3 2 5 3 0 2 1 7 3 3 9 2
158 1 7 1 3 3 1 3 2 5 4 2 2 2 2 2 2 2 3 3 2 5 2 1 1 1 9 3 4 4 6
159 2 1 2 3 4 1 2 1 4 3 3 4 3 2 2 2 1 3 3 2 3 1 1 2 1 9 4 4 26 6
160 2 2 3 3 5 1 2 3 5 5 1 4 4 6 3 2 4 6 4 2 7 5 1 2 1 9 2 3 4 5
161 2 1 3 3 4 1 5 3 5 5 1 3 3 1 2 6 1 2 3 2 3 1 1 2 2 9 4 4 18 1
162 1 7 1 4 2 2 2 2 3 3 2 4 4 5 2 1 2 5 3 2 6 3 1 1 1 11 4 4 26 6
163 1 3 1 3 4 3 4 3 3 3 2 2 4 2 2 1 2 1 2 2 5 2 1 1 1 11 3 3 26 6
164 2 1 3 5 4 3 3 2 3 3 1 3 3 2 3 2 5 3 3 2 6 5 1 2 1 7 4 5 17 7
165 2 1 2 5 3 1 1 2 4 2 1 5 3 1 2 2 1 6 3 2 4 1 1 2 1 7 4 5 23 3
166 2 2 1 2 4 5 4 3 5 4 2 4 4 3 3 2 2 6 3 2 5 2 0 1 1 7 4 4 20 3
167 1 2 3 4 4 4 2 2 5 1 1 3 2 1 4 1 1 4 3 2 5 3 0 3 1 7 4 4 35 7
168 2 1 1 5 3 1 2 4 1 1 1 3 2 1 2 6 4 2 2 2 5 4 0 2 1 8 4 4 7 4
169 1 2 1 1 4 2 5 3 3 1 1 3 2 2 3 2 2 3 3 1 2 4 0 1 2 7 3 3 17 3
170 1 7 2 1 2 3 3 5 2 1 1 5 3 1 1 2 4 6 3 1 5 5 1 1 1 1 5 5 27 3
171 2 7 3 5 1 1 1 3 2 2 1 3 2 1 4 2 2 3 3 2 7 3 1 1 1 7 4 4 9 5
172 2 2 1 2 4 3 4 3 3 4 3 4 5 3 3 1 5 3 3 2 5 4 0 2 1 8 2 3 2 3
173 1 7 1 2 4 1 4 4 4 4 2 4 4 2 2 3 3 3 3 2 5 3 0 3 1 1 4 4 11 2
174 6 1 1 3 2 1 2 3 3 1 1 3 2 1 2 1 1 1 2 2 5 3 0 2 1 12 4 4 26 6
175 2 2 1 4 5 2 3 3 5 4 3 4 4 3 3 2 4 5 2 3 5 5 1 1 1 3 5 5 20 6
176 1 7 2 3 5 5 1 1 5 1 1 1 1 1 1 1 1 2 3 1 5 1 0 1 1 7 4 4 26 6
177 1 1 1 4 1 2 4 4 2 1 1 3 3 1 3 6 2 4 3 1 2 1 1 1 1 3 4 4 9 1
178 2 1 2 2 3 2 3 3 3 1 1 4 4 2 2 2 2 2 3 2 5 3 0 2 1 8 4 3 24 6
179 6 7 1 3 1 1 1 3 3 1 1 3 4 1 1 6 3 2 3 2 7 3 1 2 1 2 3 3 35 7
180 1 1 3 4 1 1 3 4 4 1 1 5 5 1 2 1 1 2 3 2 3 1 1 1 1 2 3 3 6 3
181 2 2 2 2 4 2 2 2 1 2 1 3 4 2 2 6 2 4 3 2 5 5 0 1 1 4 4 4 1 7
182 2 1 2 3 1 1 1 1 1 2 5 1 5 2 2 2 1 3 4 3 6 1 0 2 1 8 5 3 15 3
183 4 7 2 4 3 2 4 3 3 3 3 5 3 3 4 2 3 6 3 2 3 3 0 2 1 7 5 5 10 6
184 2 1 1 5 4 2 3 3 2 5 3 3 3 4 3 6 2 4 2 3 2 5 0 2 1 9 3 4 8 3
185 6 7 1 1 3 5 2 3 4 2 1 3 3 1 1 2 1 5 3 1 3 5 1 2 2 12 4 4 23 3
186 1 1 3 5 4 2 3 3 3 3 3 5 4 4 2 1 1 6 3 2 4 1 0 1 2 7 4 4 7 3
187 2 7 3 4 2 3 4 5 3 2 1 3 3 3 2 6 2 4 3 2 6 3 0 2 1 8 3 3 1 2
188 4 3 3 4 4 3 3 3 3 4 3 5 4 1 2 6 2 3 1 2 8 7 0 2 2 8 2 1 9 1
189 2 1 1 3 2 1 4 1 2 2 2 3 4 2 3 6 4 3 3 2 5 3 0 2 1 8 3 3 9 4
190 2 7 1 3 4 5 3 4 4 4 2 4 4 1 2 6 3 6 3 2 7 3 0 2 1 8 4 4 26 6
191 1 7 2 1 5 1 3 5 4 1 1 5 5 2 2 2 1 3 3 2 5 1 1 2 2 5 4 4 23 7
192 4 1 3 3 4 3 3 2 4 3 1 2 3 3 3 2 1 4 3 2 5 2 0 1 2 7 4 5 11 6
193 2 7 1 1 4 4 3 3 4 2 1 3 4 5 3 2 2 5 3 3 5 4 0 2 1 12 3 3 18 2
194 1 1 2 2 3 4 4 3 2 2 2 5 4 3 3 6 3 5 3 3 7 5 0 2 3 8 6 5 26 6
195 2 2 1 4 4 1 2 2 5 3 4 3 4 3 3 2 3 6 5 2 5 1 1 1 1 7 3 4 18 6
196 2 2 2 2 4 1 2 2 5 1 1 5 4 1 3 2 2 6 2 2 5 1 1 2 2 7 4 4 12 6
197 1 5 3 4 4 4 5 5 2 1 2 2 3 4 4 2 4 3 3 3 5 7 0 2 1 8 2 3 1 1
198 2 7 1 3 2 1 3 3 3 4 1 3 2 1 2 6 5 3 1 2 5 3 1 2 2 7 4 4 35 7
199 2 2 1 1 5 2 2 2 5 1 1 3 4 1 1 1 1 3 3 2 4 1 0 1 1 7 3 3 26 6
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200 1 1 1 3 2 4 3 4 3 3 2 4 2 2 2 2 2 6 3 2 5 5 1 2 2 1 4 4 15 2
201 2 7 1 2 3 4 3 2 5 4 5 4 5 2 3 4 5 4 3 2 6 4 1 2 2 4 3 4 35 7
202 2 7 1 2 1 1 1 1 2 1 1 4 4 1 2 3 3 3 2 1 5 4 1 2 1 6 3 3 4 3
203 1 7 1 1 3 2 3 4 4 4 1 4 4 1 1 2 1 6 3 2 4 1 0 2 1 7 4 4 20 3
204 2 7 1 2 3 4 3 2 3 1 1 3 2 1 2 7 1 2 3 2 4 1 0 2 1 1 4 5 26 6
205 2 1 1 3 4 5 4 4 4 3 3 5 4 3 2 2 2 5 3 2 5 2 0 2 1 1 3 4 26 6
206 1 7 1 2 4 1 2 3 5 2 1 2 4 3 4 6 1 4 3 2 5 3 1 1 1 7 4 4 23 5
207 1 2 1 3 3 1 2 2 4 1 1 1 2 1 5 2 1 3 3 2 6 3 1 1 1 7 4 4 26 6
208 2 7 1 3 2 2 2 4 4 3 2 4 3 3 3 6 3 3 2 2 5 3 0 1 1 7 3 3 26 6
209 2 7 1 2 4 4 3 3 4 1 1 3 4 1 3 6 5 6 2 2 6 5 1 1 1 11 4 5 2 3
210 2 2 1 3 5 3 4 5 4 4 4 4 5 2 2 6 4 4 3 2 5 5 1 1 2 7 5 6 26 6
211 2 4 1 2 3 1 3 3 5 1 1 1 1 1 2 6 3 3 3 2 5 5 0 3 4 7 2 3 6 1
212 2 7 1 2 3 1 1 1 2 1 1 2 1 1 2 2 2 2 3 2 5 1 0 2 1 11 3 3 25 6
213 2 2 1 3 4 1 3 3 4 3 2 4 3 3 2 2 3 6 2 2 4 3 1 1 1 3 5 5 9 6
214 7 7 1 3 2 1 1 1 1 1 1 4 3 1 2 1 1 2 3 1 3 1 0 1 1 7 4 4 26 6
215 7 7 3 1 1 1 1 1 1 1 1 1 1 1 1 2 1 5 3 1 1 1 0 1 1 8 6 5 14 6
216 1 6 1 2 3 2 4 5 5 4 4 4 4 4 2 1 6 4 3 2 3 1 1 1 1 3 6 5 9 3
217 2 7 1 3 3 2 3 3 4 2 1 4 2 1 1 2 1 6 3 1 5 1 1 1 2 1 5 5 18 6
218 1 1 1 4 4 2 1 1 3 1 3 2 3 2 2 2 3 3 2 2 3 2 0 1 1 7 4 6 23 3
219 2 1 1 1 2 5 1 4 3 3 1 2 3 2 2 2 2 6 3 2 3 3 0 2 1 1 4 4 15 3
220 2 1 3 4 3 1 2 1 3 3 2 3 2 3 4 6 3 3 3 2 4 5 0 2 1 5 4 4 35 7
221 2 1 1 4 5 4 4 4 5 4 4 3 3 3 2 2 1 3 3 2 3 1 1 1 2 9 3 3 25 2
222 7 7 2 4 4 1 3 2 3 3 1 5 3 1 1 7 1 3 3 1 6 1 1 1 1 1 3 4 26 6
223 7 7 1 3 2 1 1 1 2 1 1 3 1 1 1 7 1 6 3 1 6 1 1 1 1 8 5 5 26 6
224 4 5 1 3 2 1 5 4 3 1 1 3 3 2 2 2 2 3 3 2 5 2 0 1 1 8 4 5 26 6
225 1 1 1 3 3 2 3 3 3 2 1 3 3 2 2 2 1 3 2 2 5 3 0 1 1 8 4 6 26 6
226 2 7 1 4 3 5 3 3 3 1 2 4 3 1 2 2 2 2 3 2 5 2 0 1 1 7 3 3 26 6
227 1 1 1 3 5 5 1 2 3 4 3 2 5 6 2 1 4 3 2 2 5 5 0 2 1 1 1 3 23 2
228 2 1 1 5 1 3 2 2 2 1 1 1 3 3 2 1 1 3 3 2 3 3 0 1 1 1 3 4 23 6
229 1 2 2 3 4 1 1 1 3 2 1 4 4 2 2 1 1 4 4 1 5 1 1 1 1 8 5 6 10 6
230 2 7 1 3 4 2 3 3 3 1 1 4 5 1 2 2 1 3 2 1 5 1 1 1 1 8 4 4 4 5
231 2 7 2 3 4 2 3 3 3 1 1 2 5 3 2 1 1 3 2 2 5 1 1 1 1 8 3 4 26 4
232 2 1 1 3 5 4 4 4 5 4 4 4 4 6 2 6 3 3 2 4 5 1 0 1 1 7 4 4 1 4
233 2 7 1 1 5 3 1 1 1 1 1 1 1 1 2 2 1 6 3 2 5 1 1 1 2 4 5 5 32 2
234 2 1 2 4 3 1 3 2 4 2 1 3 4 1 2 2 3 5 2 2 6 3 1 2 2 8 4 4 20 5
235 2 1 2 1 1 1 1 1 1 1 1 1 1 2 2 2 1 4 3 2 1 1 0 1 1 8 4 5 14 2
236 2 1 2 3 3 1 5 5 4 1 3 4 3 2 2 3 3 3 3 2 4 1 1 2 2 8 3 3 28 5
237 6 7 2 3 1 1 2 3 3 1 1 3 3 1 2 6 1 3 3 2 5 1 1 2 1 8 3 3 26 6
238 6 1 3 3 4 3 5 4 5 4 3 2 3 5 4 1 1 3 1 2 3 1 0 2 2 7 3 3 26 6
239 1 7 3 2 2 1 3 3 2 3 2 3 2 1 2 6 2 3 3 2 4 1 0 1 1 1 3 3 9 6
240 2 1 1 2 1 1 1 1 2 4 4 2 3 3 2 2 3 4 2 3 5 1 0 2 1 1 2 4 29 4
241 2 2 1 2 4 1 1 1 2 1 2 2 2 3 2 2 1 4 3 2 5 3 0 1 1 8 4 4 12 6
242 2 7 2 1 1 1 1 1 1 1 1 5 4 1 2 2 8 3 3 1 8 8 1 1 1 8 5 5 17 6
243 1 1 2 5 3 1 3 3 4 4 4 5 2 5 4 4 4 6 2 2 5 7 1 2 1 5 4 4 26 6
244 2 1 1 5 5 1 3 3 3 5 3 4 5 4 3 2 5 3 4 3 5 5 1 2 1 5 3 4 26 6
245 4 1 2 5 1 1 1 1 5 1 1 5 1 1 1 1 1 1 234 2 1 1 0 1 2 8 4 4 23 3
246 2 1 1 4 1 1 2 2 5 2 3 4 3 3 2 6 2 3 3 2 5 3 0 1 1 1 4 4 5 1
247 1 1 1 3 1 1 1 1 1 1 1 3 3 1 2 6 2 2 3 2 3 1 0 2 1 3 3 2 10 3
248 1 2 2 4 4 2 4 3 3 2 3 4 3 3 3 2 2 3 3 2 6 4 0 2 1 1 4 4 26 6
249 1 1 2 3 1 1 1 1 2 5 1 5 3 2 2 1 1 3 3 2 3 1 1 2 1 5 3 3 26 6
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250 2 7 1 2 2 1 1 1 1 5 1 1 2 1 1 6 2 3 2 2 5 3 1 1 1 3 3 3 26 6
251 1 2 1 4 5 3 4 3 3 1 3 3 3 6 2 1 1 6 3 2 5 7 1 3 2 10 6 5 26 6
252 1 7 1 2 4 1 1 1 1 1 2 3 1 1 2 1 3 3 2 2 5 3 1 2 1 7 4 4 12 5
253 2 1 3 4 1 1 1 1 1 1 1 3 2 1 2 6 2 1 3 2 3 3 0 2 1 3 3 3 18 3
254 2 4 2 3 2 4 3 2 1 2 2 3 1 3 4 4 3 3 3 3 8 6 0 2 1 1 2 2 32 4
255 2 4 1 1 4 3 3 3 5 4 4 4 3 3 4 1 4 5 3 2 5 5 1 2 1 8 1 4 13 7
256 1 7 2 3 3 1 4 3 4 5 1 5 5 1 2 1 1 4 3 2 6 3 0 2 2 9 5 3 26 6
257 2 1 2 3 4 5 3 3 3 1 3 4 4 1 3 2 3 4 3 2 5 3 0 2 2 7 5 5 15 6
258 2 1 1 4 3 1 1 1 2 3 1 5 4 2 4 4 2 4 2 2 5 1 1 2 1 12 4 4 18 3
259 2 1 1 4 4 2 3 3 4 5 2 2 3 2 2 2 1 6 3 2 5 2 0 2 1 7 4 3 26 6
260 2 7 1 1 4 1 1 1 3 1 1 3 5 1 1 7 1 2 3 1 2 1 1 2 1 7 4 4 29 2
261 1 2 1 3 4 1 3 3 3 1 1 4 4 1 1 6 1 4 2 2 3 1 1 1 1 7 3 4 19 6
262 2 1 3 4 3 2 1 2 5 5 3 3 4 2 2 2 2 3 2 3 5 2 0 1 1 7 2 5 10 3
263 2 7 1 3 3 2 3 3 3 1 1 4 4 1 2 2 1 4 2 2 5 1 1 2 1 8 3 4 26 6
264 2 7 1 3 4 1 3 2 4 2 4 4 4 2 2 6 2 4 3 2 4 1 1 1 1 7 4 4 14 5
265 1 1 1 1 4 4 3 3 3 5 5 2 2 4 2 2 1 6 3 2 3 3 0 2 1 7 1 3 7 6
266 2 1 1 5 2 3 3 2 2 3 2 2 1 3 3 2 4 3 234 2 3 3 0 3 1 7 4 4 13 2
267 2 7 1 3 4 1 1 1 4 5 1 3 2 1 1 6 2 4 2 2 5 1 1 1 1 1 3 3 26 6
268 2 1 1 4 5 3 3 3 4 2 3 4 4 2 2 1 3 4 3 2 5 5 1 3 1 10 4 4 5 2
269 5 1 1 5 4 5 4 2 5 5 5 3 4 5 3 2 3 3 3 4 5 3 0 2 1 7 4 3 26 6
270 1 7 1 3 3 1 1 2 5 3 2 3 3 3 2 6 2 3 3 2 4 2 1 2 1 4 4 4 2 4
271 1 1 1 4 4 3 3 3 3 4 1 3 4 3 3 2 3 3 3 2 4 5 0 2 2 10 4 4 26 6
272 2 1 1 4 3 1 3 3 3 4 2 4 1 3 4 6 8 6 3 2 5 5 0 2 2 1 4 4 23 2
273 2 2 1 1 4 3 3 4 3 1 1 1 5 2 1 3 4 4 3 2 4 5 0 2 1 8 3 4 1 6
274 4 1 1 4 3 1 3 3 5 3 4 2 3 2 2 2 3 3 2 3 4 4 1 2 1 8 3 3 26 6
275 1 7 1 4 3 4 3 3 2 2 1 3 2 2 1 6 2 6 3 1 5 1 0 3 1 1 1 1 12 1
276 2 3 1 2 4 1 1 2 5 4 1 4 4 3 2 6 3 4 3 2 5 4 1 2 1 10 4 3 26 6
277 2 7 2 2 2 5 2 2 2 1 3 5 5 1 2 2 4 3 3 2 5 5 0 3 4 8 3 3 18 6
278 2 1 1 3 1 1 1 1 1 5 3 4 2 2 2 2 2 5 3 2 5 2 0 2 1 2 3 3 10 1
279 2 1 1 4 2 1 3 3 5 2 4 5 3 3 2 1 4 2 2 3 7 5 0 2 1 8 4 5 26 6
280 2 1 1 5 5 5 3 3 5 5 3 2 3 4 5 2 4 4 23 2 3 3 1 2 2 4 4 3 8 3
281 1 1 1 4 5 4 3 3 5 5 3 3 4 3 2 2 2 6 3 2 5 3 0 1 1 10 5 5 26 6
282 2 7 2 2 3 1 4 4 5 3 4 4 4 2 2 2 3 3 2 2 5 5 1 2 2 8 4 4 26 6
283 1 4 1 4 3 1 5 1 2 5 4 5 5 3 2 6 4 4 3 3 6 5 0 2 1 8 5 5 7 6
284 1 7 1 2 3 1 1 1 4 3 2 2 3 2 2 3 4 6 3 2 5 4 1 2 1 7 4 4 26 6
285 2 1 3 4 5 1 3 3 5 5 5 3 3 3 2 6 2 4 3 2 5 2 1 2 1 2 4 4 26 6
286 2 7 1 2 3 3 3 3 2 1 1 3 3 4 2 2 3 3 2 3 5 3 0 2 1 9 3 3 27 6
287 1 3 1 2 4 2 5 2 5 2 2 3 2 1 3 1 3 5 3 2 2 1 1 2 1 10 4 5 24 6
288 1 7 1 3 2 2 1 1 3 1 1 5 5 1 2 6 4 3 3 2 5 1 0 2 1 8 4 4 5 2
289 1 7 3 4 3 3 2 3 4 4 3 4 5 2 2 2 2 4 4 3 3 2 0 2 2 8 3 4 25 3
290 2 1 1 4 2 2 2 2 3 2 3 4 3 3 2 6 3 4 2 2 3 2 0 2 1 8 3 4 13 2
291 2 1 1 4 1 1 1 1 1 2 4 1 2 3 3 2 2 3 2 2 5 1 1 2 1 8 2 3 8 7
292 2 1 2 2 3 3 2 3 2 3 4 2 3 5 3 6 4 5 3 2 6 3 0 2 1 8 4 4 6 3
293 2 1 1 1 4 4 3 3 5 4 2 5 4 3 3 1 3 4 2 2 5 4 1 2 2 2 4 4 26 6
294 2 1 1 3 4 2 4 3 5 2 1 2 3 3 4 6 1 4 4 2 5 3 1 2 1 10 4 4 26 7
295 2 3 1 3 4 1 3 3 5 2 2 4 3 2 2 6 4 4 3 2 5 5 1 2 2 11 3 3 26 6
296 1 1 1 5 1 1 3 1 4 4 4 4 2 2 2 2 4 6 3 2 5 5 1 2 1 10 4 4 25 4
297 2 1 3 2 3 4 3 3 3 4 1 3 2 1 2 1 1 3 3 2 3 1 0 2 1 10 3 4 2 2
298 2 2 2 4 4 1 3 2 2 2 4 4 2 4 2 2 3 6 3 2 5 3 1 1 1 9 4 6 26 6
299 1 7 1 2 4 3 3 4 4 4 3 4 5 3 3 2 4 4 3 2 5 1 0 3 1 5 2 2 26 6
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300 5 7 1 2 5 1 3 4 3 5 1 3 3 1 1 6 1 1 3 2 5 1 1 1 1 2 2 2 1 3
301 2 1 1 5 4 1 4 3 4 5 2 4 1 4 3 2 4 6 3 2 5 3 1 1 1 6 4 4 26 5
302 1 6 1 2 3 4 4 5 3 3 2 4 4 3 2 6 2 6 2 2 6 3 1 2 2 2 3 4 26 6
303 1 1 1 4 3 1 2 3 3 3 1 4 3 2 2 6 4 3 3 2 5 4 1 1 1 8 4 4 13 5
304 1 1 2 4 3 2 4 3 1 2 1 4 3 3 2 2 4 3 3 2 5 3 0 2 2 4 4 3 11 2
305 2 1 1 3 4 4 3 4 5 1 2 5 3 3 4 2 3 4 2 3 6 3 1 2 1 8 3 3 23 2
306 2 1 1 4 3 1 3 3 4 3 4 4 3 2 2 2 2 3 2 3 4 2 0 1 1 1 3 4 13 6
307 2 1 1 5 1 2 3 4 4 3 5 5 4 5 3 2 3 5 3 3 4 3 0 2 1 2 3 3 18 6
308 2 4 1 3 4 4 3 3 3 4 2 4 4 3 3 2 4 4 3 3 5 2 0 2 1 7 4 4 11 2
309 5 1 3 5 3 1 1 1 1 1 1 3 3 6 4 1 4 3 3 3 4 2 0 1 1 7 2 3 2 2
310 1 5 1 4 3 2 3 3 1 5 5 4 4 3 3 3 6 3 3 4 6 5 0 2 1 1 6 6 18 6
311 4 2 1 3 5 1 2 3 5 3 2 3 4 3 3 5 4 6 2 2 5 7 1 2 1 7 4 3 8 2
312 1 2 1 2 4 1 3 3 5 3 2 3 4 3 3 3 6 6 3 2 5 7 1 2 1 7 4 4 10 3
313 2 7 2 3 3 3 3 3 3 3 2 2 3 4 3 2 6 3 2 3 3 5 0 2 1 2 4 3 29 3
314 2 1 2 1 1 1 1 1 1 5 1 5 1 1 1 2 5 3 3 2 5 3 1 2 1 11 5 5 29 2
315 2 7 1 1 1 1 1 1 1 5 1 3 3 3 2 6 4 5 3 1 7 1 1 2 1 8 4 4 31 2
316 2 7 1 2 4 3 4 4 5 1 1 3 5 1 2 2 2 4 3 2 5 2 0 2 1 8 3 4 15 4
317 1 1 2 1 2 1 2 1 1 4 1 3 5 1 2 1 2 2 3 2 4 5 0 2 1 8 3 3 26 6
318 6 7 1 4 5 1 3 3 4 2 2 5 3 2 2 1 1 2 3 2 5 1 1 1 1 7 4 4 26 5
319 2 2 2 4 2 3 3 1 4 3 4 5 5 3 2 6 4 6 3 2 3 3 0 2 2 8 4 3 11 1
320 2 1 1 3 2 2 2 4 3 4 4 4 3 1 2 1 2 3 2 2 5 3 1 2 2 4 3 3 15 6
321 1 1 2 2 3 2 2 2 3 1 1 3 4 2 2 2 1 4 3 2 5 1 1 2 2 10 4 6 11 2
322 2 1 3 3 1 1 1 1 3 5 3 4 3 3 2 2 2 6 4 2 5 2 1 3 1 7 2 2 7 5
323 1 2 1 2 5 1 1 1 5 4 2 3 3 2 3 6 4 3 3 2 5 5 1 2 1 2 4 4 26 6
324 2 1 2 5 3 2 4 3 2 4 3 2 1 3 3 6 3 5 3 2 6 3 0 2 2 7 4 4 26 6
325 2 7 1 1 1 1 1 1 3 1 1 3 1 1 3 6 1 1 2 1 1 1 1 1 4 4 4 26 6
326 2 7 1 4 5 1 1 3 3 2 1 3 3 3 2 2 2 3 3 2 4 1 0 1 1 8 5 5 7 3
327 2 7 1 4 3 4 2 2 2 3 3 3 3 2 2 1 1 3 2 3 4 3 0 2 1 7 3 4 12 1
328 2 1 2 5 3 4 1 1 3 2 2 3 3 4 2 2 3 3 3 2 6 4 0 2 1 8 4 4 26 6
329 2 7 1 4 5 3 4 3 5 1 1 4 4 1 1 1 1 3 3 2 3 1 1 2 1 8 4 4 26 6
330 2 1 2 3 1 1 1 1 1 3 3 4 2 3 2 2 1 3 1 3 4 2 0 3 4 8 3 3 20 4
331 2 2 1 5 5 4 3 5 4 5 5 4 5 3 3 2 5 4 2 2 7 4 1 3 1 11 2 2 13 3
332 4 7 1 3 2 1 1 5 5 1 1 5 4 3 5 2 3 3 3 2 4 3 1 2 1 8 4 4 7 6
333 1 1 2 4 4 1 5 3 2 4 1 5 5 1 2 2 1 4 3 2 3 3 1 2 1 5 3 3 26 6
334 2 1 2 3 4 3 3 3 4 5 2 5 5 3 6 2 3 4 2 2 3 2 1 1 1 5 4 4 23 6
335 1 1 1 3 4 1 5 1 5 1 1 4 3 1 2 2 2 2 3 2 5 3 1 1 1 1 4 4 26 6
336 2 1 1 4 3 1 2 3 4 2 2 3 3 2 2 2 1 6 3 2 5 3 1 1 1 1 3 3 26 6
337 2 3 2 3 4 4 4 3 5 4 4 3 4 3 2 3 3 4 3 3 5 3 0 1 1 1 6 5 18 6
338 2 7 1 4 4 3 3 3 4 2 1 5 5 3 3 2 4 4 23 2 3 5 0 2 1 2 3 4 4 6
339 2 1 1 4 2 2 3 3 4 4 3 4 3 3 3 2 3 3 3 2 3 5 0 2 1 1 4 4 18 6
340 1 2 3 4 1 1 1 1 2 2 1 3 2 1 2 2 3 4 2 2 6 3 0 1 1 8 3 5 6 3
341 1 7 1 3 3 1 1 1 4 1 1 4 2 2 2 6 3 4 3 1 3 3 1 2 2 4 4 4 12 6
342 2 7 1 3 4 3 4 3 5 2 2 2 2 2 2 2 4 3 3 3 3 1 1 1 1 1 3 3 26 6
343 2 4 2 5 1 5 2 1 3 5 4 5 4 3 3 2 4 6 3 2 5 4 0 2 2 10 4 4 29 3
344 2 5 1 4 1 2 4 3 5 1 1 3 3 6 3 2 4 5 3 2 5 5 0 2 1 7 4 4 23 3
345 2 7 2 4 5 1 2 3 4 2 1 4 2 3 2 2 2 3 3 3 5 2 0 3 2 8 4 4 35 7
346 2 1 2 3 1 1 4 4 2 1 3 4 3 3 2 2 2 4 3 2 4 1 0 2 2 8 3 3 26 6
347 2 1 2 2 3 1 1 1 4 4 1 5 4 1 2 2 1 3 3 2 3 2 1 2 1 4 3 3 26 6
348 2 1 1 3 1 1 1 1 3 3 1 4 3 2 4 2 4 3 3 2 5 5 1 2 1 8 4 4 9 2
349 1 3 1 3 2 2 2 4 5 3 4 4 3 2 4 3 5 3 3 2 6 6 1 2 1 8 5 5 26 6
Appendix 7: Self-completion Questionnaire Data Set
350 1 7 3 1 1 1 1 1 1 1 1 1 1 1 1 7 1 1 3 1 1 1 0 2 1 8 5 5 23 3
351 2 1 1 2 1 1 1 1 1 2 1 3 2 1 1 1 1 1 3 2 6 6 0 2 1 8 6 6 26 6
352 2 1 1 4 2 1 3 3 3 1 1 3 3 2 4 2 4 6 3 2 5 3 1 2 1 4 6 6 26 6
353 4 1 1 1 5 2 2 2 3 1 2 1 1 2 2 2 2 4 3 1 3 3 0 2 1 1 6 6 26 6
354 2 1 1 4 2 1 3 3 5 4 1 5 5 1 2 1 1 1 3 2 4 1 1 2 1 8 3 3 18 1
355 5 1 2 5 4 4 3 4 4 2 1 3 3 2 5 6 5 4 3 2 3 5 0 2 1 8 4 4 19 2
356 2 2 1 3 4 1 3 3 4 4 1 4 3 2 5 1 5 4 3 2 5 5 1 1 1 2 4 4 26 6
357 2 7 1 4 3 3 3 3 3 4 1 3 4 1 3 3 5 3 3 2 8 3 1 2 1 8 3 3 12 2
358 1 7 1 3 4 3 4 4 3 2 3 3 3 1 3 2 4 3 2 2 5 3 1 2 1 8 4 4 14 6
359 2 1 1 4 3 3 3 3 3 3 2 4 4 3 4 3 4 3 2 2 5 4 1 2 1 8 3 3 18 2
360 2 1 1 1 4 1 1 3 3 2 5 4 4 2 2 2 1 4 3 2 3 1 1 2 1 1 4 5 8 6
361 2 5 2 2 4 1 2 2 1 5 1 2 3 2 2 6 4 3 3 2 5 5 1 1 1 8 4 4 26 6
362 4 1 3 5 3 4 3 2 5 4 2 4 4 2 2 1 4 4 3 2 5 3 1 1 1 1 3 3 26 6
363 2 1 1 4 2 1 5 5 3 1 1 3 5 2 2 6 2 3 3 2 2 2 1 2 1 7 3 3 18 6
364 2 1 1 2 1 1 3 3 2 4 1 2 1 2 2 2 1 4 3 2 2 1 1 2 1 7 3 3 18 6
365 2 1 2 1 1 5 3 3 2 2 3 5 1 3 2 5 2 5 2 2 5 2 0 1 2 1 4 4 26 6
366 7 7 1 3 5 1 3 3 4 1 2 4 3 1 1 6 1 6 2 1 5 1 1 2 1 8 4 5 12 6
367 5 1 1 3 4 1 3 3 3 1 1 3 1 1 2 3 2 5 3 2 5 3 1 2 2 8 4 4 12 3
368 2 7 1 3 2 1 5 4 2 1 1 5 4 1 2 2 3 3 3 2 7 2 1 2 1 7 3 3 18 6
369 2 6 1 5 4 4 3 3 4 3 4 4 4 1 2 2 2 3 2 2 6 5 0 2 1 8 4 4 26 6
370 5 1 3 3 1 1 1 1 1 1 1 3 3 3 3 2 2 4 3 2 3 1 0 2 2 7 2 3 29 3
371 1 1 1 4 2 1 5 5 5 1 1 3 1 2 2 2 3 3 23 2 3 2 1 2 1 7 3 3 18 6
372 1 7 1 3 3 3 1 2 5 3 1 2 3 2 2 1 3 3 3 1 5 3 1 2 1 8 2 5 17 3
373 2 1 2 4 2 1 2 2 4 2 2 2 3 3 3 2 3 3 2 2 5 1 0 1 1 11 4 4 26 6
374 2 1 2 3 4 1 1 1 2 3 1 4 4 2 1 6 1 3 3 2 5 3 1 1 2 11 4 4 26 6
375 1 2 1 3 5 1 3 4 2 5 3 3 4 5 2 1 7 2 2 2 6 5 0 1 1 7 4 3 26 6
376 2 2 1 3 1 4 5 2 1 3 2 3 3 3 2 1 3 3 3 2 6 4 1 2 2 10 3 3 26 6
377 6 2 1 1 4 1 1 1 4 1 1 1 3 1 2 1 1 1 3 1 3 1 0 1 1 3 5 5 28 3
378 3 1 3 5 5 5 4 4 5 5 5 1 1 5 4 2 7 5 3 4 5 3 0 2 1 8 3 2 7 6
379 1 2 3 3 5 5 2 2 4 4 1 3 4 2 2 1 2 4 2 2 5 3 1 1 1 4 3 4 12 7
380 6 7 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 3 1 1 1 0 1 1 1 3 4 26 6
381 1 2 1 3 5 5 4 5 3 3 4 3 4 3 2 1 2 2 3 3 5 3 1 2 2 7 4 6 26 6
382 1 2 1 3 5 1 4 4 4 5 5 4 4 3 4 1 5 2 4 2 7 4 1 2 1 5 4 4 2 2
383 1 7 1 3 3 1 5 3 3 1 3 4 3 1 1 1 1 5 3 2 5 3 1 2 1 5 3 3 23 4
384 2 6 1 3 4 4 1 5 3 3 5 4 5 6 2 1 5 4 3 3 7 5 0 2 1 8 4 4 2 6
385 3 1 2 5 1 1 4 2 2 2 3 4 4 3 2 2 3 3 3 2 7 5 0 2 1 8 3 4 12 5
386 2 1 1 1 3 1 4 4 5 3 4 3 4 4 2 3 5 4 3 2 5 5 0 1 1 8 3 4 23 4
387 2 2 2 2 4 1 1 2 4 4 2 4 4 1 2 1 1 3 1 2 3 1 1 1 1 1 4 4 26 6
388 2 1 1 2 4 2 4 3 5 3 4 3 4 3 2 5 4 5 3 2 5 3 0 1 1 8 4 4 30 3
389 2 1 2 3 3 3 4 4 4 3 2 5 5 2 2 2 3 2 3 3 6 5 1 1 2 4 6 6 26 6
390 2 7 2 2 3 3 3 3 4 1 1 4 5 1 2 6 2 3 3 2 5 3 0 2 2 8 3 3 18 6
391 2 7 1 2 1 2 2 2 2 1 2 4 4 1 1 2 1 3 2 2 3 2 1 1 2 2 4 4 23 2
392 2 2 3 2 4 3 1 1 4 1 1 3 2 5 2 2 5 6 3 2 5 3 1 2 1 1 5 4 19 2
393 2 7 1 3 2 2 3 4 3 3 1 3 4 2 2 2 1 3 3 2 4 1 1 1 2 3 4 3 23 2
394 4 4 1 3 5 5 3 3 3 4 3 3 3 4 3 2 2 4 3 3 5 3 0 2 1 8 3 3 14 2
395 2 7 2 2 3 4 2 3 1 1 2 5 5 1 2 4 8 2 3 2 8 1 0 1 1 8 4 6 19 6
396 2 7 3 3 3 2 3 3 4 1 1 2 1 1 2 2 1 4 3 2 5 1 1 2 1 3 4 3 23 2
397 2 7 1 1 3 4 2 2 3 3 1 2 2 2 2 2 1 3 3 2 4 1 0 1 2 8 4 6 23 5
398 1 1 2 4 3 1 2 2 5 3 2 4 2 2 2 2 3 3 3 3 5 3 0 2 1 7 3 3 26 6
399 2 7 2 1 1 1 1 1 1 3 2 3 4 1 1 4 3 3 3 2 4 1 1 2 1 8 5 5 9 3
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400 2 1 1 1 4 3 5 1 5 4 3 4 2 3 3 2 2 3 3 2 7 3 0 2 2 8 3 4 12 3
401 1 4 1 3 2 5 1 3 3 1 1 3 3 3 3 2 2 3 3 2 5 2 0 2 1 8 5 5 15 6
402 2 7 1 3 4 2 2 2 3 2 1 4 3 2 2 6 3 3 3 2 5 1 0 1 1 3 3 3 26 6
403 2 7 2 3 1 1 3 3 3 1 1 5 4 1 1 2 1 2 3 2 3 1 1 2 2 8 3 4 15 6
404 1 6 2 1 3 3 3 4 5 2 4 4 3 3 2 2 5 3 3 3 6 5 0 2 2 8 4 4 12 6
405 1 7 1 1 1 2 1 1 2 1 1 3 1 3 1 6 1 6 3 1 5 1 1 1 1 4 3 5 23 5
406 2 7 1 3 3 3 3 3 3 2 1 1 5 1 1 2 1 2 3 2 5 1 1 2 1 7 4 4 12 6
407 2 2 1 3 4 2 4 4 4 3 1 3 3 1 2 2 5 4 3 2 3 1 1 2 2 11 5 5 26 6
408 2 7 1 1 3 1 4 4 3 1 1 4 3 1 2 2 3 2 3 2 5 3 1 2 1 11 4 4 26 6
409 4 1 1 5 1 1 1 1 3 3 2 3 4 2 2 6 4 3 3 2 5 3 0 1 1 8 4 5 26 6
410 2 1 1 4 1 1 1 1 4 5 1 4 5 2 2 6 3 3 3 2 7 4 0 1 1 8 4 4 12 3
411 1 2 1 1 5 1 2 2 5 3 2 4 4 4 2 7 2 3 3 2 3 3 1 1 1 1 5 4 18 6
412 2 7 1 3 5 5 3 4 5 1 1 4 3 2 2 2 3 3 3 2 4 3 1 2 1 1 4 4 18 6
413 2 7 1 2 2 4 3 2 4 2 1 5 4 2 2 2 8 5 3 2 8 8 1 1 2 2 4 5 26 6
414 2 7 1 4 4 2 3 3 4 1 2 3 2 1 2 2 3 3 2 2 3 1 1 2 2 7 2 3 2 1
415 6 7 1 1 1 1 1 1 1 5 1 3 3 1 1 7 1 2 3 1 3 1 1 1 1 4 4 4 12 3
416 1 1 2 4 3 2 2 4 4 4 2 4 4 1 2 1 2 2 3 2 7 5 0 2 1 8 2 2 13 3
417 1 7 1 3 4 3 3 5 5 3 4 4 2 2 2 6 3 4 2 2 5 5 1 2 1 2 5 5 18 3
418 2 1 2 4 3 1 1 1 2 1 1 4 2 1 2 2 2 1 4 2 5 3 1 1 1 4 4 4 12 5
419 2 1 1 1 1 1 1 1 1 1 1 1 3 1 1 2 5 1 3 2 8 5 1 1 1 4 4 4 12 5
420 2 1 2 4 3 1 2 3 4 3 2 2 3 2 2 2 2 2 1 2 3 3 1 1 1 8 4 4 12 2
421 2 1 1 5 3 5 3 2 1 2 3 4 3 3 3 2 5 3 3 2 5 5 0 1 1 8 3 4 18 3
422 2 1 1 1 1 1 1 4 5 3 1 4 4 2 2 5 3 5 2 2 7 3 1 2 1 1 3 5 25 4
423 2 1 1 4 5 5 5 5 5 3 2 4 3 4 3 2 4 3 3 3 5 3 0 2 1 8 2 3 23 3
424 2 5 2 5 3 3 3 3 3 3 3 5 1 3 3 2 1 3 3 2 4 4 0 1 1 8 5 5 23 3
425 1 2 2 2 4 1 2 3 3 4 2 4 2 3 6 6 6 3 3 2 5 5 0 3 1 9 4 4 9 6
426 2 7 1 2 4 4 3 4 5 5 1 4 4 1 2 6 1 3 3 2 4 2 1 1 2 8 4 4 12 5
427 1 2 2 3 5 2 2 2 5 5 4 5 5 3 2 4 2 3 3 2 6 3 0 1 1 2 3 4 26 6
428 2 1 1 1 4 1 4 5 5 1 4 3 1 3 3 4 3 4 3 2 7 5 1 1 1 9 4 4 26 6
429 1 1 2 3 2 1 3 3 4 1 1 3 1 1 2 2 3 3 3 2 3 1 1 1 2 2 3 4 11 6
430 2 7 1 2 3 1 4 3 3 2 3 4 4 2 2 2 2 3 3 2 5 2 1 2 1 1 4 4 12 2
431 5 7 1 1 1 1 1 1 1 3 1 4 5 1 2 6 1 4 3 1 3 1 1 1 1 1 6 5 10 1
432 2 1 1 3 5 2 1 3 5 3 3 4 5 3 3 6 4 3 3 2 7 8 0 2 1 3 3 3 26 6
433 1 1 1 3 4 3 3 4 5 3 4 4 3 3 3 2 3 3 3 2 5 3 0 2 2 7 3 4 8 6
434 1 1 1 3 4 5 2 3 3 1 1 2 1 2 2 6 2 3 3 2 3 1 0 2 1 7 3 2 22 1
435 1 1 2 5 3 3 2 2 5 4 2 4 1 3 2 2 1 3 2 3 3 2 0 1 2 8 4 3 8 6
436 1 1 1 4 4 4 4 4 4 5 3 4 4 2 2 2 1 2 3 3 5 2 1 1 2 8 6 4 8 6
437 2 1 1 3 3 2 4 3 3 4 2 5 3 3 2 6 4 6 3 2 3 5 0 2 1 7 5 4 15 6
438 2 2 3 3 2 1 2 2 2 1 1 1 1 1 2 2 1 2 3 2 3 1 0 1 1 8 5 4 4 6
439 2 1 1 2 4 4 3 3 4 3 4 3 3 3 3 3 4 4 3 3 5 5 1 2 1 4 3 3 19 4
440 4 1 1 5 5 5 5 5 5 4 1 3 4 1 1 6 1 4 1 2 2 1 0 1 1 8 4 5 26 6
441 1 2 2 1 5 4 4 4 3 5 2 3 3 2 4 2 4 3 3 2 5 3 0 1 1 7 4 5 11 2
442 2 1 1 3 4 2 2 2 4 1 1 3 2 1 2 2 1 3 3 2 3 5 1 3 1 4 3 3 18 3
443 2 1 1 4 3 2 3 3 3 3 3 4 2 3 3 2 3 3 3 3 5 4 0 2 2 8 3 3 10 4
444 2 7 2 5 4 3 5 3 5 3 1 4 4 1 2 6 5 3 3 2 5 5 1 3 1 1 3 3 23 1
445 2 1 2 5 1 3 2 3 5 3 2 4 3 3 3 2 5 4 2 2 5 3 1 2 2 1 2 2 8 4
446 2 2 2 3 3 3 1 2 3 1 1 3 3 2 2 2 2 3 3 2 3 1 1 2 1 11 3 3 12 4
447 2 7 1 4 1 1 1 1 1 1 1 2 1 2 2 2 2 3 3 2 5 1 0 2 2 7 1 4 4 1
448 2 1 1 5 2 1 1 1 4 2 2 4 2 2 2 2 1 4 3 2 5 2 1 1 1 2 4 4 26 6
449 1 7 1 3 4 1 3 2 4 1 1 4 4 1 2 1 1 4 3 1 4 1 1 1 1 2 4 4 26 6
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450 2 7 1 4 1 5 4 4 4 1 1 3 2 3 2 2 2 3 3 2 5 3 0 2 1 8 4 4 13 1
451 1 7 1 4 3 1 3 3 4 1 1 2 2 1 1 6 1 1 3 1 2 1 1 1 1 4 4 6 12 6
452 2 2 1 4 4 1 3 3 4 3 4 4 4 3 2 2 3 3 3 3 5 5 1 3 2 1 3 3 26 6
453 7 1 1 1 5 2 3 4 1 3 1 3 1 1 2 6 1 2 2 2 3 1 1 2 1 8 3 3 12 6
454 2 2 1 3 5 1 5 3 2 2 2 5 3 1 3 2 5 5 3 2 5 3 1 2 1 1 4 4 26 6
455 1 2 1 2 3 3 3 2 4 2 3 1 4 3 2 1 2 3 3 2 3 3 0 1 1 3 4 3 26 6
456 1 7 1 2 3 3 3 3 4 4 1 4 5 2 2 6 4 6 3 2 5 3 0 2 1 7 4 4 12 6
457 2 1 2 2 4 4 4 4 5 3 2 4 2 3 3 2 2 3 3 2 4 1 0 1 1 7 3 4 18 5
458 2 3 2 4 3 3 3 3 5 4 3 4 5 3 2 6 5 5 3 2 5 4 1 1 1 8 4 4 1 2
459 2 1 1 1 1 1 1 1 3 1 1 4 3 3 4 6 2 3 3 2 4 3 0 1 1 8 4 5 11 4
460 2 1 3 3 3 4 3 3 4 1 1 3 3 1 2 2 3 2 3 2 4 3 1 2 1 3 3 3 26 6
461 7 1 3 1 3 5 3 1 1 1 1 3 2 1 3 1 1 1 3 1 3 1 1 2 1 8 3 3 12 6
462 2 1 2 4 2 3 3 3 4 4 1 3 3 1 2 6 2 4 2 2 5 3 1 2 2 3 4 3 25 6
463 1 5 1 3 3 2 2 2 2 4 4 3 4 2 2 1 4 3 2 2 5 4 1 2 2 8 4 4 12 4
464 2 1 1 3 5 2 4 1 1 5 1 4 5 2 2 1 2 3 3 2 6 2 1 2 1 11 3 3 23 2
465 2 2 1 2 4 1 4 2 1 4 1 2 4 5 4 5 2 4 2 2 5 3 0 2 1 8 4 4 23 2
466 2 3 1 3 4 1 3 3 5 5 3 4 2 3 2 6 2 4 3 4 6 4 1 1 1 8 4 4 26 6
467 1 7 1 3 5 1 1 1 1 2 1 3 4 3 2 6 3 3 4 2 5 3 0 3 1 8 3 4 9 5
468 2 1 2 1 3 4 1 1 1 2 1 5 1 1 2 2 1 3 2 2 6 2 1 3 1 4 3 3 13 1
469 2 7 2 3 1 1 2 2 4 1 1 3 1 2 2 2 2 4 2 2 4 3 1 3 2 4 3 4 9 6
470 1 7 1 2 5 3 4 3 3 3 1 3 2 1 1 1 1 1 3 1 4 1 1 1 1 8 4 4 26 6
471 2 7 2 3 4 2 2 2 3 1 2 3 4 2 2 2 2 3 3 2 3 3 1 1 1 7 3 4 3 1
472 1 1 1 5 4 2 4 3 1 4 2 2 4 3 2 1 2 3 3 3 3 3 0 3 1 4 4 4 23 3
473 2 3 1 3 1 1 3 3 5 1 1 3 3 1 4 2 1 3 3 2 7 5 1 1 1 4 4 5 26 6
474 7 7 1 1 1 1 1 1 1 1 1 3 2 1 1 1 4 1 4 2 5 1 0 3 2 8 3 3 13 2
475 1 7 1 4 1 1 1 1 3 2 1 4 3 2 2 5 4 2 3 2 2 2 1 3 2 9 4 3 18 3
476 3 1 1 4 4 3 3 3 4 4 4 5 4 3 4 6 6 4 3 3 5 5 0 2 1 5 4 5 12 7
477 1 7 1 1 2 1 1 4 5 3 1 4 5 2 2 2 1 2 3 2 5 3 1 2 1 8 3 3 12 6
478 2 1 1 3 4 4 2 2 3 3 2 2 2 3 2 2 2 3 3 3 3 2 0 2 1 8 3 3 7 1
479 1 2 1 2 2 1 3 4 3 1 3 2 3 4 2 2 4 3 3 3 6 6 1 2 1 8 2 2 12 6
480 2 2 2 4 1 5 2 3 5 4 1 5 5 1 2 1 3 2 3 2 5 3 0 2 1 8 4 4 26 6
481 2 1 2 3 3 3 3 3 3 1 1 5 1 3 2 5 2 3 3 2 5 2 1 2 2 7 3 4 18 3
482 2 1 2 3 2 3 3 3 3 3 4 4 4 1 2 2 1 1 3 2 5 2 0 2 1 8 3 2 15 1
483 5 1 2 3 4 3 4 4 3 3 4 3 3 1 4 4 1 3 2 2 3 1 1 1 1 4 3 3 26 6
484 2 1 1 4 2 2 1 1 1 3 1 4 1 3 3 3 4 3 3 2 4 1 0 2 2 8 3 2 4 2
485 1 1 3 3 3 1 1 3 4 1 1 1 1 1 1 2 2 4 3 1 4 1 1 2 2 8 3 3 10 4
486 2 7 2 2 3 5 5 5 1 1 1 3 3 2 2 6 2 3 3 2 5 3 1 3 1 7 3 3 26 6
487 2 1 1 1 5 2 4 3 3 1 1 3 1 3 3 2 2 3 3 2 5 1 0 2 2 7 3 3 8 6
488 1 7 2 2 2 2 4 3 4 5 2 3 4 4 3 1 7 6 3 3 5 5 1 2 2 7 4 6 30 2
489 2 1 1 5 5 2 3 3 3 1 2 4 4 3 3 2 5 4 3 3 4 3 0 2 1 10 3 4 18 1
490 2 2 1 3 1 5 4 3 2 3 1 2 4 3 2 2 2 4 3 2 5 3 1 2 2 7 2 2 23 1
491 2 1 1 1 3 1 1 1 1 5 1 3 2 2 3 2 2 3 1 2 5 3 0 1 1 8 4 4 20 1
492 2 1 3 4 5 3 1 2 5 5 2 1 2 2 3 6 1 3 3 3 2 2 0 2 1 8 3 3 12 1
493 1 2 1 3 5 3 4 4 5 2 2 4 3 3 4 2 4 3 2 2 5 3 0 1 1 8 5 5 26 6
494 5 1 3 2 4 3 4 5 2 3 4 4 2 4 3 2 2 4 3 3 4 2 1 2 2 2 3 4 11 1
495 2 1 1 2 4 3 4 3 5 4 4 3 2 4 3 2 2 5 3 2 4 2 0 2 1 8 3 3 10 4
496 1 2 2 5 2 1 1 2 4 3 2 4 3 4 2 2 1 3 3 4 5 3 0 2 2 8 3 4 4 7
497 4 1 1 5 5 4 4 3 4 3 2 3 1 3 3 2 3 3 3 3 7 1 0 1 2 8 3 3 7 1
498 1 1 1 5 4 1 2 3 1 2 1 4 2 3 2 2 4 3 3 3 5 3 0 1 1 8 3 4 12 3
499 5 2 1 5 5 1 3 4 5 3 1 4 5 3 2 2 3 6 3 2 5 3 0 2 1 1 3 2 8 3
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500 1 1 2 1 2 3 2 3 2 3 4 5 3 3 2 2 2 3 3 2 5 3 0 2 2 8 3 3 10 3
501 2 1 1 3 2 2 2 2 2 3 1 4 3 2 2 6 2 3 3 3 4 2 0 2 1 8 4 5 23 7
502 1 1 2 3 3 3 2 2 4 1 1 3 4 1 3 6 4 3 3 1 4 4 1 3 1 7 4 4 18 1
503 1 1 2 4 3 1 1 3 1 5 1 4 5 2 2 6 3 4 3 2 7 5 1 2 2 8 5 5 8 3
504 2 3 1 3 2 2 3 4 4 3 2 4 4 4 2 2 3 4 3 2 5 3 0 2 2 8 3 4 15 6
505 2 7 3 3 4 1 3 3 5 1 1 3 3 1 2 6 3 5 3 2 6 3 1 1 1 2 4 5 25 5
506 1 1 1 2 2 1 1 1 1 1 3 5 3 1 2 4 1 4 3 2 4 1 0 1 1 7 4 4 12 5
507 2 1 1 4 3 1 2 2 4 2 1 5 4 2 2 2 1 3 3 2 4 2 1 1 1 1 3 3 32 2
508 2 7 1 4 5 1 3 3 1 1 4 4 2 1 2 2 1 3 3 2 5 3 1 2 2 1 4 4 24 6
509 2 1 1 1 3 5 3 3 4 1 1 5 2 1 2 2 2 3 3 2 5 3 0 2 1 1 4 4 26 6
510 2 2 1 2 3 1 5 4 3 1 1 3 5 3 2 6 2 3 3 2 4 3 1 2 1 8 3 4 9 2
511 1 7 1 2 3 3 3 3 2 4 2 4 4 6 2 2 4 6 3 2 8 8 0 1 1 7 4 4 12 5
512 2 7 2 3 3 1 2 2 4 1 1 4 3 1 2 6 2 3 3 2 5 1 1 1 1 1 4 5 1 3
513 3 3 1 4 2 2 2 3 4 3 3 3 3 3 3 4 4 3 2 2 5 4 0 1 1 7 4 4 26 6
514 2 1 1 5 4 3 4 3 4 3 1 3 4 1 2 3 3 1 3 1 3 1 0 2 1 2 4 4 13 2
515 2 7 2 3 4 1 2 2 5 1 1 5 3 1 2 2 4 4 3 2 7 1 1 1 1 1 4 4 26 6
516 2 1 2 3 5 4 3 3 3 3 2 4 4 2 3 2 5 3 3 2 4 2 1 1 1 2 5 5 15 4
517 1 1 1 4 3 1 3 2 3 4 1 4 3 2 2 3 3 3 3 2 3 3 1 1 2 1 4 5 22 2
518 7 7 1 1 1 1 1 1 1 1 1 3 3 1 1 6 1 3 3 1 3 4 1 3 2 8 4 4 12 2
519 2 7 1 3 4 4 2 2 4 4 1 5 4 3 2 2 3 3 3 2 5 4 1 2 1 8 4 4 12 1
520 2 1 1 5 4 2 3 3 4 4 2 3 3 3 2 2 3 3 3 3 5 3 1 1 1 7 4 4 26 6
521 1 7 1 2 2 2 2 3 3 1 1 2 4 1 1 1 1 3 3 2 4 1 1 2 1 1 2 3 15 5
522 2 1 1 4 3 3 3 2 2 1 1 2 4 1 3 2 4 1 3 2 7 3 0 2 1 7 3 6 19 7
523 2 2 1 1 3 4 3 3 1 1 1 5 3 2 6 2 4 4 3 2 6 5 0 2 1 8 4 4 12 1
524 3 1 3 4 3 4 4 4 5 3 3 4 4 4 1 1 1 1 3 3 3 3 0 2 1 7 2 3 19 1
525 2 1 1 4 3 1 3 3 4 3 2 3 3 3 2 2 1 3 3 2 4 2 0 1 1 8 5 5 27 4
526 2 7 1 2 2 2 1 2 2 3 2 3 3 4 2 6 2 2 3 2 3 2 0 2 1 7 3 3 26 6
527 5 1 1 4 3 1 2 2 3 4 4 3 3 3 4 3 5 3 3 2 3 3 0 2 1 4 2 5 23 6
528 5 1 2 4 4 3 3 4 5 2 1 4 4 1 2 4 3 3 3 2 5 3 1 1 1 1 5 5 23 6
529 2 1 1 4 4 3 5 4 4 3 5 5 4 3 3 6 4 3 3 2 5 4 0 1 1 8 5 5 29 3
530 2 1 2 4 3 1 2 2 3 2 1 4 2 1 2 2 2 1 3 2 3 1 0 2 1 2 3 3 26 6
531 2 1 3 3 4 2 4 2 1 5 1 1 1 3 2 6 2 3 2 3 4 3 0 1 1 7 4 4 13 2
532 2 1 1 4 3 3 3 3 2 2 2 4 4 1 2 2 3 3 3 3 7 5 0 2 2 1 3 3 19 5
533 1 2 1 3 5 4 3 2 4 3 4 5 4 1 2 1 1 2 3 2 7 5 1 1 1 8 2 3 12 7
534 1 7 1 3 3 3 3 3 3 1 1 5 3 3 2 2 1 3 2 2 1 1 1 1 2 8 3 3 23 2
535 2 1 1 5 1 1 1 1 2 1 1 3 3 2 1 2 1 3 2 2 5 1 1 1 1 8 5 5 30 4
536 2 7 1 4 4 1 1 1 3 1 2 2 3 2 1 2 1 3 2 2 4 1 1 1 1 8 5 5 30 4
537 1 7 2 3 4 3 2 2 3 1 1 3 3 1 2 2 2 3 3 2 5 1 0 1 1 1 4 4 26 6
538 2 1 3 4 3 1 2 2 3 3 2 3 3 3 3 6 1 2 3 2 5 1 0 2 1 8 2 3 6 3
539 1 1 2 3 4 2 1 2 3 2 3 4 2 4 2 6 3 2 3 2 5 5 0 2 1 8 4 4 17 3
540 1 7 3 1 1 3 2 2 1 3 3 2 2 2 2 1 2 3 2 1 5 5 0 2 1 8 2 2 1 3
541 1 7 1 1 1 1 1 1 1 1 1 1 1 1 1 2 1 2 3 2 6 1 1 1 1 7 4 4 26 6
542 2 7 1 3 4 1 2 1 1 1 4 3 4 3 2 1 1 3 2 2 3 1 1 1 1 7 3 3 26 6
543 2 1 1 4 5 2 1 1 3 2 3 4 4 2 2 6 2 3 3 2 5 3 1 2 2 11 4 4 26 6
544 1 2 1 4 5 2 2 4 5 4 1 4 4 2 2 2 4 4 3 2 5 3 1 1 1 1 4 4 26 6
545 1 7 1 4 2 1 2 3 5 3 1 1 1 2 2 2 3 3 3 2 6 2 0 2 1 4 4 4 9 4
546 4 1 1 4 3 3 2 2 3 3 1 3 2 2 3 4 3 3 23 2 5 6 0 2 2 4 2 3 2 1
547 5 2 1 1 4 1 3 3 3 3 3 4 2 3 2 2 2 3 3 2 6 3 0 2 1 4 5 5 17 5
548 2 1 1 3 4 1 3 2 4 2 3 4 4 2 3 6 1 4 2 2 5 1 1 1 2 5 4 4 26 6
549 1 2 1 1 5 1 1 5 5 2 1 3 3 3 2 1 1 6 2 1 3 1 1 2 1 11 4 4 12 3
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550 1 1 1 3 3 1 1 1 4 3 1 4 1 1 2 1 1 4 3 2 3 1 1 2 2 11 3 3 13 3
551 2 2 1 2 4 1 1 2 3 1 1 3 3 4 3 2 2 4 234 2 5 3 0 3 2 8 4 4 15 6
552 2 7 1 3 4 1 1 1 1 5 1 1 1 1 2 6 1 2 4 2 6 3 1 2 1 8 3 3 24 6
553 2 1 1 3 3 2 1 3 3 2 1 3 2 4 2 2 2 6 3 2 3 3 0 3 1 8 3 5 15 1
554 1 1 1 3 1 1 1 1 5 3 5 1 1 3 3 6 3 6 3 2 5 3 1 2 1 7 4 4 18 3
555 1 7 1 5 2 1 5 1 1 1 2 2 2 1 2 2 5 4 3 2 7 5 0 2 1 8 3 3 9 6
556 5 3 2 1 1 2 1 2 2 2 1 1 4 1 1 3 2 2 2 2 1 3 1 1 1 8 4 4 10 4
557 5 2 1 3 5 2 3 3 3 2 4 3 4 4 2 1 3 3 3 2 4 4 0 1 1 1 6 6 26 6
558 2 1 2 1 1 1 1 1 1 1 1 1 1 2 1 6 1 3 3 2 5 3 0 2 1 3 4 6 23 6
559 6 7 1 1 1 1 1 1 1 1 1 2 3 1 1 6 1 1 2 2 3 5 1 2 1 7 1 3 23 3
560 2 1 1 3 2 1 4 2 2 1 2 3 3 6 3 2 2 3 3 3 5 4 1 3 1 8 2 2 18 6
561 2 7 3 1 1 2 3 1 2 1 1 3 2 2 2 6 2 2 3 2 3 3 0 2 1 7 3 2 23 4
562 2 1 2 1 1 1 1 1 1 1 1 1 1 1 1 2 2 1 3 2 3 3 1 2 1 3 3 3 20 2
563 2 1 2 5 4 1 3 1 4 1 1 5 3 1 2 6 2 3 3 2 5 3 1 1 2 11 4 3 26 6
564 2 7 1 4 5 5 4 4 5 1 2 4 4 2 2 6 4 4 4 2 5 3 1 1 1 1 3 4 3 1
565 2 4 1 2 3 5 4 3 2 3 3 4 4 3 3 2 2 3 3 3 4 2 0 2 1 8 2 2 1 1
566 2 1 1 3 4 4 3 4 3 2 5 4 3 1 3 2 4 3 4 2 5 3 0 1 1 8 3 3 12 1
567 2 2 1 4 5 2 1 3 4 4 1 3 3 3 2 2 1 3 3 2 3 7 1 1 2 1 3 3 26 6
568 2 1 1 2 3 4 3 2 2 1 1 2 2 1 1 2 1 3 2 1 5 1 1 1 1 1 5 5 11 2
569 5 3 2 3 4 4 2 2 5 2 3 4 5 2 4 6 5 4 3 2 7 5 0 2 1 8 5 5 11 3
570 2 7 1 2 1 4 3 5 3 1 1 4 2 1 2 2 1 3 2 2 4 1 1 1 2 7 4 5 15 7
571 2 1 2 5 1 1 3 3 2 3 1 4 2 2 2 1 1 3 3 2 3 1 1 3 1 9 3 3 12 4
572 2 1 2 5 2 2 1 1 3 3 3 4 2 3 3 2 3 3 2 3 5 7 0 2 1 7 3 3 1 6
573 2 1 3 3 1 1 2 1 1 1 2 3 3 2 1 6 1 3 3 1 2 1 1 3 1 4 4 2 8 5
574 1 7 1 1 1 2 3 1 3 1 2 2 3 1 1 6 2 4 3 2 3 1 1 3 1 4 4 4 15 4
575 2 1 1 3 3 1 1 1 1 1 1 3 4 1 2 6 2 4 3 2 4 2 1 2 2 3 2 3 13 3
576 2 1 3 3 2 1 2 2 1 2 3 3 2 2 2 5 5 3 4 3 6 4 1 2 2 2 3 3 31 2
577 2 1 3 2 1 1 1 1 1 2 3 2 2 2 3 6 5 3 3 2 3 4 1 2 1 2 3 3 31 2
578 4 7 1 5 1 1 4 3 3 1 3 1 1 3 2 6 1 3 3 2 3 2 0 1 2 2 4 4 15 3
579 2 1 2 4 4 2 2 2 2 4 2 4 3 2 3 2 2 3 2 3 4 2 0 2 2 8 3 3 26 6
580 2 7 1 3 2 4 2 2 4 3 2 4 3 3 2 2 4 3 3 2 4 2 0 2 2 8 4 4 26 6
581 1 2 1 3 5 1 2 4 3 3 1 2 4 1 2 4 3 3 3 2 3 2 0 2 1 8 2 2 2 2
582 1 1 2 3 2 3 5 3 5 5 1 4 3 3 3 6 4 4 3 3 7 5 0 3 1 8 2 3 18 7
583 2 2 1 4 5 1 1 4 2 3 1 4 4 3 3 1 3 4 3 2 5 3 1 2 1 4 4 3 23 3
584 2 1 1 3 2 2 2 3 2 3 2 4 4 3 2 1 1 2 3 2 4 2 1 1 1 4 2 2 10 3
585 2 1 1 5 3 4 4 3 3 1 3 4 4 1 2 2 7 4 2 3 8 7 0 1 1 8 4 4 23 1
586 2 7 1 1 1 1 1 1 3 1 1 1 1 1 2 2 2 2 3 2 7 5 1 1 1 8 3 4 11 6
587 2 1 3 3 3 4 3 3 3 3 4 3 1 2 3 2 5 3 3 3 5 6 0 2 1 8 3 3 8 1
588 2 7 1 3 3 2 4 2 1 1 2 3 4 4 2 6 6 3 3 2 5 5 0 2 1 8 3 3 4 3
589 2 1 3 4 1 1 2 3 1 3 2 3 5 1 2 6 1 1 3 2 5 3 0 2 2 3 3 3 11 6
590 7 1 1 2 4 3 2 4 2 3 2 4 3 1 2 5 3 3 3 2 6 1 0 1 1 1 4 4 23 6
591 1 1 2 4 5 4 5 4 4 3 2 5 5 3 2 2 1 3 3 2 1 2 0 3 2 5 3 3 1 2
592 2 3 1 2 2 1 2 2 4 1 3 2 3 3 3 2 3 3 2 2 5 3 0 2 2 1 2 2 4 3
593 6 4 1 4 3 5 2 3 2 3 4 4 3 3 2 2 3 3 2 2 3 3 0 1 1 1 4 4 26 6
594 2 1 3 4 3 2 3 2 1 1 2 4 2 2 2 2 1 3 3 2 3 1 0 2 1 8 1 3 2 3
595 2 1 3 4 3 4 3 3 3 3 5 3 1 2 4 2 5 2 3 4 5 3 0 2 1 8 3 2 15 1
596 2 7 2 1 2 1 2 1 1 1 1 5 5 1 2 2 1 1 2 2 5 3 0 2 1 7 2 3 18 2
597 2 7 3 4 4 4 3 3 4 5 2 3 2 3 3 2 7 3 3 3 5 3 0 2 1 8 4 4 10 2
598 1 7 2 4 5 1 3 4 3 1 1 4 4 1 3 1 1 3 2 1 3 1 1 2 2 5 3 4 23 5
599 1 2 1 3 4 1 2 2 3 2 3 4 3 3 2 2 2 3 3 2 4 2 0 1 1 8 4 4 26 6
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600 2 7 1 2 3 2 2 2 5 1 1 4 4 1 2 2 2 3 3 2 3 1 1 2 1 8 4 5 26 6
601 2 7 2 3 2 1 1 2 2 1 1 2 5 1 1 1 7 5 3 2 6 1 1 2 1 1 4 6 17 4
602 2 1 2 4 2 3 4 4 3 5 3 4 2 3 3 6 3 3 2 3 5 3 0 2 1 7 4 5 15 6
603 2 7 2 1 2 1 4 3 5 3 2 4 2 3 2 2 7 3 3 3 6 8 1 2 2 1 4 4 12 4
604 2 1 2 5 4 2 1 2 3 3 1 2 3 1 3 1 1 2 3 1 3 3 1 1 1 1 4 4 26 6
605 2 7 2 4 4 1 3 3 3 1 1 3 3 1 1 1 1 1 4 1 7 1 0 1 1 8 4 4 26 6
606 2 7 2 3 3 3 3 3 5 5 1 3 4 1 1 3 3 1 3 1 1 1 1 2 2 2 4 4 26 6
607 2 7 3 4 4 2 4 2 5 3 1 4 3 2 2 2 2 2 2 2 5 3 1 2 1 7 3 3 26 6
608 2 5 1 5 5 1 1 1 3 3 5 4 4 3 3 2 4 3 2 3 6 5 0 2 2 7 5 5 12 7
609 1 7 1 1 1 1 1 1 1 2 1 2 3 1 1 2 1 1 3 1 3 1 1 1 1 1 3 4 26 6
610 1 7 1 1 1 1 1 1 1 1 1 3 3 1 1 1 1 3 2 1 4 1 1 1 1 1 4 4 6 3
611 2 1 1 2 1 3 3 4 5 4 2 4 4 3 2 2 2 4 3 2 3 3 0 2 2 8 4 4 26 6
612 2 7 1 1 5 3 1 1 5 4 3 4 5 3 2 2 8 3 2 3 6 8 1 2 2 1 4 4 23 6
613 2 1 1 2 1 1 1 1 1 1 1 3 2 2 2 2 1 3 3 2 3 3 1 2 1 8 2 3 12 2
614 2 1 1 4 2 3 1 2 3 1 2 3 2 3 3 2 3 3 3 2 6 5 0 2 1 7 2 3 23 2
615 2 2 1 3 4 2 2 4 4 3 1 3 3 1 5 2 1 4 2 2 5 2 1 2 1 8 4 5 26 6
616 2 1 3 4 3 3 2 2 2 2 4 3 3 4 2 2 2 4 1 3 5 3 0 1 1 8 5 4 17 6
617 4 1 1 3 2 2 2 2 2 2 2 2 2 2 2 5 2 3 3 2 4 4 0 2 1 7 4 4 35 7
618 1 1 1 4 5 3 3 3 3 3 1 4 3 1 2 1 1 3 2 2 3 3 0 2 1 8 3 5 26 6
619 1 1 2 4 2 3 1 3 2 3 3 4 5 1 2 1 1 2 3 2 4 1 0 2 1 8 4 4 18 6
620 1 1 2 3 2 2 2 2 4 1 1 4 3 1 2 2 4 3 3 2 7 5 1 1 1 9 5 5 26 6
621 2 1 2 1 1 1 1 1 1 1 1 5 5 1 1 6 2 1 3 1 3 3 1 2 1 8 3 3 11 2
622 2 1 2 2 1 1 1 1 3 1 3 5 4 1 2 1 4 3 3 1 5 1 1 2 1 4 3 3 7 2
623 2 7 1 3 2 2 3 2 4 2 1 2 3 1 2 6 2 3 3 2 5 3 0 1 1 5 4 4 26 6
624 5 6 1 3 4 2 2 4 5 5 2 5 4 1 3 6 4 4 3 2 1 7 1 2 1 4 3 3 18 1
625 2 1 1 4 2 1 2 2 3 3 3 5 2 4 2 2 1 3 3 3 5 3 0 2 1 8 4 4 35 7
626 2 1 2 4 2 2 4 4 3 2 3 4 3 2 1 6 1 3 3 2 3 1 0 1 1 7 3 4 35 7
627 1 7 1 4 2 2 1 2 2 5 2 3 4 1 3 2 3 1 3 2 7 5 1 2 2 1 3 4 27 7
628 2 1 1 4 3 1 1 1 2 2 2 2 2 1 2 2 1 2 2 2 5 1 0 1 1 8 5 5 6 5
629 2 1 3 3 2 2 2 1 1 3 2 3 1 1 2 2 1 2 4 2 1 1 0 1 1 8 3 3 23 3
630 2 2 1 2 4 1 2 2 2 3 2 3 3 1 2 6 2 2 3 2 5 3 1 2 2 8 3 2 12 4
631 1 1 1 3 1 1 3 1 1 2 2 3 1 4 4 5 2 4 3 2 3 3 0 2 1 1 3 3 35 7
632 2 1 1 4 3 4 3 4 4 3 1 3 2 2 2 6 4 3 3 4 7 5 0 2 1 8 3 3 9 2
633 2 1 2 5 3 1 3 3 3 1 3 1 1 1 2 2 1 4 3 2 1 1 0 1 2 8 4 4 26 6
634 1 7 1 4 4 2 3 3 3 3 4 2 2 3 2 2 2 3 3 2 4 3 1 1 2 8 4 4 11 3
635 2 7 1 3 2 1 3 3 4 4 2 1 3 1 5 5 1 3 23 3 4 2 1 1 1 2 4 5 25 6
636 2 1 3 3 5 2 4 3 2 2 3 3 4 2 3 6 1 6 3 2 5 3 0 2 1 8 3 3 6 4
637 2 1 2 5 2 3 2 4 4 3 1 4 4 3 2 2 1 4 4 2 2 2 0 2 1 8 2 2 9 4
638 2 1 1 4 5 3 1 1 3 2 4 4 1 1 2 1 1 3 2 2 4 3 1 2 1 1 3 5 12 2
639 2 1 1 3 1 1 3 3 3 3 1 4 3 3 3 2 2 4 3 2 5 3 1 2 2 8 2 2 17 2
640 1 1 2 3 3 3 3 3 4 3 2 3 4 3 2 2 1 4 3 2 3 5 1 3 1 4 3 3 11 3
641 2 2 3 3 5 5 3 3 1 3 4 5 5 5 3 6 3 4 3 3 6 4 0 2 2 8 3 3 11 2
642 2 2 1 2 4 2 1 1 1 1 2 2 3 3 3 2 3 3 3 2 5 5 0 2 1 8 3 3 7 1
643 2 5 2 4 2 2 3 3 3 3 2 4 2 4 3 2 4 3 3 3 6 5 0 2 2 8 3 3 12 3
644 2 2 1 3 3 2 1 1 4 2 1 3 3 2 2 2 3 3 3 2 5 3 1 2 2 1 4 3 26 6
645 2 1 1 4 4 1 1 1 3 4 3 2 2 1 2 6 3 3 3 2 5 1 1 2 1 1 4 4 15 6
646 2 4 2 3 4 5 5 5 3 5 2 5 3 3 2 1 5 3 3 3 6 3 0 2 1 8 4 4 26 6
647 1 1 2 3 4 1 3 3 2 5 1 4 4 3 3 2 5 3 3 2 7 5 1 3 1 7 3 3 29 3
648 2 7 1 3 2 1 1 2 3 4 2 4 3 1 3 6 2 4 3 2 3 3 0 2 1 8 3 3 1 1
649 2 1 2 3 3 1 1 1 1 1 1 2 2 2 2 5 3 3 3 2 3 1 1 1 1 7 3 4 26 6
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650 5 6 2 1 1 1 1 3 1 3 1 3 5 1 1 6 4 4 3 1 5 1 1 1 1 8 4 4 26 6
651 1 7 1 3 1 1 1 1 3 1 1 3 5 1 1 6 1 3 3 1 5 1 1 2 2 4 4 4 13 6
652 1 7 3 3 3 2 2 2 3 3 2 4 5 1 1 1 2 3 3 1 4 1 1 2 2 3 3 3 20 6
653 2 6 1 3 4 5 4 4 2 2 2 4 1 2 3 2 3 3 2 2 4 2 0 2 2 8 5 5 15 5
654 1 2 1 3 4 2 2 2 4 4 4 3 4 2 2 2 4 3 3 3 5 3 1 1 2 2 5 5 26 6
655 1 5 1 3 3 1 5 4 1 3 2 3 3 4 3 6 2 5 3 2 6 3 0 1 1 7 4 4 26 6
656 2 2 2 3 5 1 5 4 5 5 2 4 3 2 2 3 4 6 2 2 6 5 1 2 2 1 4 4 26 6
657 1 1 2 1 3 1 4 5 2 1 2 3 3 2 3 2 2 3 3 2 3 4 0 2 2 8 4 4 9 3
658 2 7 1 2 4 2 2 3 4 4 1 3 3 3 2 6 2 3 3 2 5 3 1 2 1 2 4 4 26 6
659 2 6 1 3 2 3 3 3 3 2 1 1 1 1 2 2 1 3 3 2 5 1 1 2 1 3 3 3 12 3
660 2 1 1 5 1 2 1 1 2 1 1 1 1 3 5 6 1 4 3 2 5 3 1 2 1 3 3 3 15 3
661 5 1 1 4 3 1 3 3 2 4 3 3 1 3 2 1 3 1 3 2 7 5 1 2 1 1 2 3 2 2
662 2 7 1 3 3 3 3 3 3 1 3 1 1 1 1 2 1 1 3 2 7 3 0 1 1 1 3 3 35 7
663 2 1 1 3 4 1 3 3 2 1 3 4 4 3 3 2 4 3 2 3 6 5 0 1 1 3 3 2 26 6
664 2 1 1 3 4 3 4 4 5 3 2 4 2 2 3 6 2 3 3 2 4 4 0 2 1 3 2 2 4 6
665 1 1 1 5 2 5 4 2 4 4 2 3 2 4 2 5 4 5 3 3 5 3 0 2 2 1 4 4 10 4
666 5 7 1 1 1 1 1 1 3 1 1 4 5 1 2 1 1 2 3 1 3 1 1 1 1 8 4 4 27 6
667 6 7 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 3 1 3 1 1 2 1 8 3 3 9 6
668 2 1 3 5 3 3 4 2 2 2 3 3 2 5 4 2 5 3 3 3 8 4 0 1 1 8 4 4 1 5
669 2 1 1 4 4 1 4 1 1 2 1 2 1 3 3 2 2 3 3 2 7 5 0 2 1 8 3 3 35 7
670 2 7 2 2 1 1 1 1 1 1 1 3 3 1 2 6 1 3 3 2 2 1 1 3 2 9 3 2 15 5
671 3 1 2 3 2 3 2 2 2 2 3 4 3 1 2 6 5 3 3 2 5 3 0 2 2 8 2 3 29 2
672 4 7 1 4 3 2 2 2 1 2 2 3 2 3 2 1 1 3 3 1 5 3 0 1 1 2 4 4 26 6
673 1 7 1 4 3 2 2 2 2 3 3 2 2 2 2 6 1 2 3 3 4 2 0 2 1 2 4 4 32 4
674 2 7 2 2 1 1 1 1 1 5 1 5 5 1 2 2 4 1 3 2 5 5 1 2 1 8 3 3 8 2
675 1 5 2 5 3 2 4 2 2 4 2 2 4 3 2 1 2 2 3 2 6 5 0 1 1 4 4 4 26 6
676 1 1 1 4 4 3 3 3 5 2 1 4 4 3 2 2 3 4 3 2 5 3 0 1 2 8 4 4 4 7
677 2 7 1 1 1 1 1 1 1 1 2 5 3 2 1 6 2 3 3 2 4 1 0 1 1 8 4 4 29 2
678 1 2 3 4 4 2 4 4 3 3 3 3 4 3 2 2 4 3 3 2 5 3 0 2 1 8 3 3 26 6
679 1 1 1 5 4 2 3 3 4 1 1 3 4 1 4 2 1 3 3 2 2 1 0 2 1 7 3 3 2 2
680 1 1 1 5 4 1 3 3 4 1 2 3 2 2 2 2 3 3 3 2 4 2 0 2 1 7 3 3 26 6
681 2 1 1 3 4 2 2 3 4 2 3 2 1 1 5 4 7 2 3 2 6 1 0 2 1 7 4 4 22 4
682 2 7 1 2 1 1 1 1 2 1 1 1 1 1 2 2 5 3 3 2 5 4 1 1 1 8 4 4 11 5
683 1 7 2 3 1 1 4 4 3 1 3 5 5 1 2 6 1 1 4 1 5 3 1 1 1 8 4 4 12 3
684 1 1 1 3 1 2 1 1 1 2 1 3 3 1 1 2 1 1 4 1 5 1 1 2 2 9 4 4 12 3
685 2 1 1 3 3 1 3 3 1 5 1 4 2 2 2 2 3 3 3 2 5 3 1 1 2 5 4 4 4 7
686 2 1 2 3 4 2 4 5 4 3 1 4 3 3 2 2 3 3 3 2 7 1 1 2 1 4 3 3 26 6
687 2 7 1 1 2 1 1 1 1 1 1 3 2 6 5 6 2 6 3 2 4 3 1 3 1 5 3 3 15 3
688 2 2 1 1 4 1 2 3 3 1 1 3 4 2 2 3 3 6 3 2 5 3 1 2 2 8 4 5 14 4
689 6 2 1 3 4 1 1 1 2 1 3 3 2 3 3 2 1 6 3 2 1 1 1 2 1 5 4 4 20 2
690 1 3 1 2 4 3 3 3 4 3 1 4 3 1 2 5 4 3 3 2 7 7 1 1 1 2 4 4 26 6
691 2 7 2 2 2 3 2 2 2 1 1 4 3 3 3 3 4 4 3 2 5 4 1 2 1 8 5 3 12 2
692 2 1 1 3 3 2 3 2 2 3 2 3 1 1 2 2 4 6 3 2 5 5 1 2 2 5 3 4 20 3
693 2 6 2 5 4 1 3 5 5 5 4 5 5 5 3 3 7 3 3 4 7 3 0 2 2 8 4 4 24 6
694 2 2 1 3 4 1 2 2 3 1 1 2 4 2 2 6 3 3 3 2 7 3 1 2 2 5 4 4 26 6
695 2 1 3 5 3 2 3 3 2 3 1 3 1 2 2 2 1 3 3 2 5 1 1 2 2 8 3 3 3 2
696 2 1 3 5 3 2 4 4 2 2 1 3 4 2 2 2 1 2 4 2 5 1 0 2 2 8 3 3 1 3
697 2 3 1 1 3 2 4 4 4 4 2 3 5 2 3 2 4 3 3 2 7 3 1 1 1 4 5 5 26 3
698 3 1 1 3 2 2 2 4 3 3 4 4 3 1 2 6 7 2 3 3 7 6 0 2 2 4 3 3 23 1
699 1 1 2 1 4 5 3 3 2 3 1 4 5 2 2 1 4 2 4 2 6 3 0 2 1 8 3 3 26 6
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700 2 4 2 1 3 5 3 1 4 3 3 4 4 3 4 2 5 3 3 2 7 8 0 2 2 8 5 5 26 6
701 2 1 1 5 1 4 3 3 3 1 4 3 3 5 3 6 4 5 3 3 4 2 0 2 1 8 3 3 9 6
702 2 1 1 4 5 3 3 3 3 1 3 4 3 3 3 6 4 5 3 3 5 7 0 2 1 8 5 5 15 3
703 2 1 3 4 4 1 2 2 1 3 3 4 3 3 2 6 4 5 3 2 5 4 0 2 1 8 3 3 2 1
704 1 1 1 3 3 3 3 3 3 1 2 3 3 1 2 4 5 2 3 3 5 5 1 1 2 2 3 4 26 3
705 2 7 2 4 2 1 1 1 4 1 1 4 4 1 1 2 1 3 3 2 4 5 1 2 2 8 3 4 26 6
706 1 7 2 2 2 1 2 2 3 1 1 4 3 1 2 2 1 4 3 2 5 1 0 2 2 7 3 2 23 3
707 2 7 1 3 2 2 3 2 2 3 3 3 3 4 3 5 3 3 3 2 6 8 0 3 2 8 4 4 15 2
708 1 7 1 2 3 1 4 3 3 3 1 4 4 1 2 2 1 3 3 2 5 1 0 1 1 2 3 3 13 2
709 2 1 1 2 3 4 3 3 4 3 2 4 4 4 3 5 2 3 2 2 6 8 0 2 1 6 4 3 2 4
710 1 1 1 3 3 1 3 3 2 2 3 4 4 3 2 2 2 3 3 4 8 3 0 2 2 8 3 4 2 1
711 5 7 1 3 3 4 2 2 3 1 2 3 3 1 2 6 1 2 3 2 5 2 0 1 1 7 3 3 26 6
712 2 7 1 4 1 1 1 1 1 4 2 4 1 2 2 7 1 1 3 2 4 1 1 2 2 8 3 3 12 5
713 2 7 1 4 2 1 2 2 2 2 1 2 2 1 3 2 6 3 3 2 5 3 1 2 1 8 4 4 23 3
714 1 1 2 5 2 1 3 3 3 3 1 3 3 2 2 5 4 3 3 2 5 5 0 2 1 4 4 4 26 6
715 1 1 3 1 5 3 2 2 2 3 3 3 2 3 2 2 3 4 3 3 7 8 0 3 1 8 2 3 9 1
716 1 7 1 2 3 3 3 3 3 3 2 2 1 2 2 2 5 3 3 2 3 1 1 2 1 7 3 3 13 4
717 2 7 2 4 3 3 4 3 4 1 4 4 4 3 2 6 4 3 3 2 5 3 0 3 1 8 1 2 23 6
718 2 2 1 3 4 2 3 2 3 2 2 5 5 3 3 2 4 4 3 3 6 4 1 3 2 4 4 4 26 6
719 2 3 1 4 4 4 3 3 5 2 3 5 2 4 2 4 3 4 3 3 4 3 1 3 1 4 4 5 11 6
720 2 4 3 3 4 5 3 2 2 1 4 3 2 3 5 2 4 3 3 2 3 3 0 2 1 7 5 5 3 5
721 2 1 1 4 5 1 3 3 4 5 3 4 3 4 3 2 2 4 3 3 4 3 0 2 1 8 3 1 23 4
722 4 7 1 3 4 1 2 2 3 2 2 1 2 2 1 3 8 6 3 1 6 1 1 2 1 4 3 3 20 6
723 2 2 1 3 5 5 2 2 3 4 3 4 3 3 2 6 2 6 3 2 7 3 1 3 1 7 4 5 18 6
724 1 1 2 5 3 1 3 3 4 2 2 4 4 2 2 2 3 6 3 2 3 3 1 2 1 7 4 4 18 4
725 1 1 2 4 3 2 3 2 4 1 1 4 2 3 3 6 4 6 1 2 5 1 1 2 2 4 4 4 12 3
726 2 2 1 2 5 1 2 2 4 2 1 2 2 3 3 2 5 5 3 2 8 5 1 2 3 2 3 3 26 6
727 1 1 1 3 3 2 3 2 3 2 4 4 4 2 2 2 3 6 3 2 5 2 0 2 2 7 4 4 26 6
728 2 1 1 3 4 1 1 2 3 3 2 3 1 3 2 2 4 5 3 2 7 5 1 2 1 1 3 3 26 6
729 5 1 1 4 5 3 4 5 5 1 1 4 4 1 2 2 3 2 3 2 5 3 0 2 1 1 2 3 13 4
730 1 1 1 3 3 3 2 2 1 3 2 4 3 1 3 2 6 2 3 2 4 4 0 2 1 2 4 3 13 1
731 5 1 1 3 4 1 3 3 3 2 1 2 2 4 3 2 2 4 3 2 4 1 0 1 1 1 4 4 3 3
732 2 7 1 4 1 1 3 2 5 1 1 1 1 2 1 6 2 3 3 2 5 1 1 2 1 8 4 4 9 6
733 2 1 2 4 1 1 3 1 5 3 1 3 3 1 2 6 2 3 2 2 5 5 0 1 1 8 5 5 26 6
734 5 1 1 1 3 2 4 2 3 4 1 2 3 1 2 2 4 3 2 2 5 3 1 2 1 8 4 4 7 5
735 2 1 1 4 3 3 4 3 4 4 2 4 4 3 4 6 5 4 3 3 5 5 0 1 1 8 3 4 12 4
736 1 4 2 2 3 3 3 2 3 5 4 3 2 1 2 3 3 3 3 2 3 4 1 2 1 8 3 3 7 3
737 1 2 1 3 3 4 2 2 4 1 1 3 2 3 1 2 4 3 3 3 5 3 0 2 1 8 2 2 7 3
738 1 7 1 1 1 1 1 1 1 4 1 1 1 1 2 6 2 3 3 1 5 1 0 2 1 7 2 3 18 4
739 2 7 1 3 3 2 3 3 4 1 2 4 5 2 2 6 1 4 2 2 1 1 0 1 1 7 4 4 12 4
740 2 1 1 3 4 2 3 3 4 2 1 3 3 1 2 2 5 6 3 2 7 5 0 2 2 8 3 4 26 6
741 1 1 1 4 3 3 2 3 4 3 1 4 2 3 2 2 3 3 3 3 4 2 0 2 1 8 3 3 10 3
742 2 1 3 5 3 5 3 3 5 4 2 5 3 3 3 2 4 3 3 2 5 5 0 3 1 8 1 5 12 3
743 1 1 1 5 3 2 3 3 3 4 3 3 3 2 2 6 1 4 3 2 3 3 1 2 1 7 2 3 12 6
744 1 1 2 5 4 1 3 3 4 4 4 4 4 2 2 2 1 4 3 2 5 3 1 2 1 7 3 3 26 5
745 1 1 3 2 2 4 3 3 4 4 3 4 4 3 3 4 3 3 3 2 5 5 0 2 1 1 5 1 26 1
746 2 1 1 4 2 5 1 1 1 5 3 5 3 3 3 2 3 3 3 3 4 2 0 2 2 8 4 4 26 6
747 2 1 1 4 3 5 4 3 4 3 2 2 3 2 1 2 2 2 3 2 5 3 1 2 1 4 3 3 26 6
748 2 1 1 3 4 5 2 2 4 4 2 2 2 2 1 2 2 5 3 2 8 5 1 2 1 4 4 4 26 6
749 1 2 1 2 4 1 5 4 5 4 2 4 4 2 2 2 4 3 3 2 4 3 1 3 1 5 3 3 18 1
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750 1 7 1 4 3 3 1 1 3 1 1 4 4 1 3 3 4 3 3 2 6 1 1 1 1 7 4 4 22 1
751 1 1 1 4 1 1 1 1 3 1 1 1 2 1 2 1 4 2 3 1 6 6 1 1 1 8 6 5 13 3
752 1 2 1 4 5 1 2 2 2 4 3 4 3 2 2 2 3 3 3 2 4 4 0 2 2 8 1 4 15 2
753 2 5 3 5 3 3 5 4 3 1 2 2 2 2 2 5 3 1 3 2 3 3 1 2 1 2 5 5 12 2
754 2 2 1 3 4 1 3 2 4 3 1 3 4 5 2 1 3 3 3 2 6 3 1 2 1 4 1 2 1 2
755 2 1 1 4 5 3 4 4 5 3 2 4 3 3 3 2 3 3 4 2 5 3 0 1 2 8 4 5 32 5
756 5 7 1 5 3 2 4 2 3 3 1 4 2 3 2 2 2 3 3 2 3 1 0 3 1 7 2 2 18 2
757 2 1 1 5 4 1 3 2 4 2 2 2 3 2 4 4 3 3 3 2 3 3 1 1 1 4 3 4 26 6
758 1 4 3 4 4 5 3 3 1 4 3 3 5 4 3 1 4 3 4 4 5 2 0 2 2 8 5 5 1 3
759 1 5 1 3 3 2 2 3 4 3 3 2 4 2 2 1 2 4 3 1 5 5 1 2 1 4 3 3 26 6
760 2 1 3 5 4 1 3 2 4 2 3 3 4 1 3 4 7 3 3 2 5 5 0 1 2 4 4 4 26 6
761 2 1 1 4 4 2 2 3 4 4 4 5 2 4 3 2 6 4 2 2 5 3 0 2 1 2 4 4 13 4
762 6 7 1 3 3 2 2 2 4 3 1 2 4 3 3 6 1 4 3 2 5 5 1 2 2 1 3 4 18 6
763 1 1 1 5 4 3 4 5 5 3 1 1 1 3 2 6 2 3 4 2 3 2 0 1 1 9 3 4 6 2
764 2 1 1 2 1 1 1 3 2 3 4 2 4 3 4 3 4 4 3 2 5 1 1 2 1 10 3 3 26 3
765 1 1 1 5 3 2 2 2 2 3 3 4 4 3 3 2 8 6 3 3 8 5 0 2 2 8 4 3 8 2
766 2 1 2 2 2 1 3 3 3 5 4 5 3 2 2 2 2 3 3 2 3 3 1 2 1 5 4 5 18 3
767 1 1 1 1 1 1 1 1 1 1 1 1 2 1 2 1 2 3 3 2 5 5 0 1 1 7 2 5 6 1
768 2 1 1 5 2 2 3 2 2 3 3 4 2 3 3 6 2 6 3 3 5 3 0 1 1 8 2 3 9 3
769 1 7 3 4 3 1 3 3 3 5 3 5 3 2 2 3 4 3 3 2 7 5 0 1 1 8 3 4 12 6
770 1 7 1 1 1 1 1 1 1 1 1 1 1 1 1 6 1 3 3 2 2 2 1 2 1 7 5 4 8 3
771 1 1 2 5 3 3 3 1 1 1 4 2 5 3 3 6 2 3 3 3 3 6 0 1 1 8 2 4 13 6
772 1 1 1 5 3 3 2 3 1 5 2 2 2 1 2 2 1 2 3 2 5 3 1 2 1 1 2 2 18 3
773 5 1 3 4 3 2 2 2 4 5 2 2 2 2 2 1 1 3 2 2 5 2 1 2 2 1 2 2 13 5
774 1 2 1 1 1 1 1 1 1 3 1 2 3 3 2 6 2 5 2 2 5 7 1 2 2 4 5 3 23 3
775 2 1 1 4 4 2 2 2 4 4 3 4 4 2 3 6 4 2 3 2 3 3 1 2 2 2 4 4 26 4
776 2 1 2 3 4 2 3 3 3 3 1 5 3 2 2 6 2 4 3 3 5 5 1 2 2 3 3 3 26 4
777 2 1 2 4 3 1 3 3 1 2 2 4 2 2 2 2 1 3 3 2 4 1 0 1 1 7 3 3 26 3
778 2 1 1 4 3 1 1 2 5 1 1 4 4 3 2 2 1 4 3 2 2 1 0 1 1 1 5 4 26 5
779 2 1 3 4 1 1 3 4 3 2 2 3 1 1 3 6 3 1 3 2 4 5 0 1 1 7 2 3 1 6
780 2 1 1 4 5 2 1 2 4 4 3 4 3 2 4 2 4 5 3 2 5 5 1 2 1 9 4 4 8 6
781 2 1 1 5 1 3 5 1 3 1 1 1 3 2 2 6 2 3 3 2 3 3 0 2 2 7 3 3 13 5
782 1 7 1 3 4 4 2 1 3 2 4 4 4 1 2 1 1 3 3 2 4 1 1 2 1 9 2 2 22 2
783 1 4 1 4 4 5 4 3 2 4 3 4 4 1 2 1 5 1 2 3 7 6 0 2 1 7 3 3 12 6
784 1 5 1 2 2 4 4 3 2 3 3 3 3 3 3 5 7 4 1 2 7 5 0 1 1 4 3 3 26 6
785 2 1 1 2 2 1 3 2 3 2 3 3 4 1 2 4 3 1 3 2 5 3 1 1 1 4 3 3 26 6
786 1 2 3 3 5 2 2 2 2 5 5 5 3 6 3 2 4 6 3 3 5 3 0 2 2 1 3 3 15 6
787 2 7 1 3 3 1 2 1 2 1 1 4 3 1 1 6 1 3 2 2 8 3 1 3 1 1 5 3 23 3
788 2 7 1 2 4 5 3 3 5 2 1 4 4 2 2 6 3 3 3 3 5 5 1 3 1 1 5 5 12 2
789 2 4 1 4 5 5 1 1 1 3 5 5 3 6 3 2 7 5 2 3 5 6 0 2 1 4 3 3 18 6
790 2 1 1 4 4 1 3 2 4 2 3 3 3 2 3 3 2 3 3 2 3 3 1 1 1 4 3 3 26 6
791 2 7 2 5 1 3 4 5 3 4 2 4 4 1 2 6 3 3 4 1 4 1 1 2 1 8 3 3 8 4
792 2 1 1 4 2 1 1 1 2 5 1 3 3 3 2 6 2 3 3 2 7 5 1 2 1 8 2 3 2 2
793 1 7 1 4 5 3 3 4 3 3 4 4 3 3 3 6 3 6 3 3 7 5 1 2 1 4 4 5 23 6
794 1 7 1 3 2 1 5 4 5 3 4 4 3 3 3 6 3 6 3 2 6 2 1 2 1 4 5 6 12 6
795 1 7 2 3 3 1 3 3 5 3 3 4 2 2 2 2 1 3 2 2 5 2 1 1 1 9 4 5 26 6
796 1 7 1 2 1 2 3 3 1 2 3 3 3 3 2 6 2 5 2 2 7 4 1 1 1 9 5 5 26 6
797 1 7 2 1 1 1 1 1 1 1 1 5 5 1 1 6 1 1 2 2 1 1 0 2 1 10 4 4 26 6
798 1 7 1 3 3 1 1 1 4 1 1 3 2 1 1 6 6 2 2 2 6 4 1 2 2 10 4 4 23 6
799 1 1 1 5 5 3 3 3 5 5 2 1 3 1 3 2 4 4 3 2 5 3 0 1 1 9 5 5 2 6
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800 4 1 1 4 4 1 1 1 1 4 3 4 4 3 2 2 4 4 3 2 7 5 1 2 2 11 3 5 26 6
801 2 3 1 3 2 1 4 4 5 5 4 4 5 4 2 3 4 6 3 3 6 6 1 2 1 2 4 4 18 6
802 1 5 3 5 5 3 2 2 5 1 1 4 3 4 3 2 2 3 3 2 4 1 1 2 3 7 3 3 12 5
803 4 1 2 5 5 5 5 5 5 3 4 3 3 4 1 5 5 2 3 2 3 1 0 1 1 1 4 4 18 6
804 5 3 1 5 5 4 4 4 5 5 4 5 4 5 4 5 6 3 3 3 8 8 0 1 1 1 2 2 15 3
805 1 2 1 2 4 1 2 2 4 3 2 4 4 2 2 6 6 3 3 2 8 6 1 2 1 8 4 4 26 6
806 2 1 1 2 3 1 4 2 3 3 2 2 4 1 2 2 2 1 2 2 5 3 1 2 1 4 4 4 18 5
807 2 1 2 4 3 1 3 3 3 3 2 4 3 1 4 2 1 3 3 4 4 1 1 1 1 4 3 3 20 3
808 1 7 1 4 1 1 2 3 5 3 2 4 3 1 3 2 3 4 3 2 5 3 1 1 1 4 4 3 20 4
809 1 1 2 5 3 1 2 1 3 1 1 5 2 6 2 6 3 6 3 2 5 3 1 2 2 7 3 5 27 6
810 1 7 1 2 3 2 4 3 5 1 1 4 2 2 2 1 4 6 2 2 4 3 1 2 3 4 4 4 26 6
811 1 7 1 2 3 3 4 2 5 2 2 4 2 1 2 2 2 6 3 2 4 1 1 2 1 4 3 3 20 6
812 2 1 3 2 2 3 3 2 2 2 1 2 2 1 3 2 2 2 3 2 3 3 0 2 1 7 3 3 17 2
813 2 5 2 1 3 1 4 4 5 3 4 5 4 2 3 2 8 6 4 2 8 6 1 2 1 4 4 5 26 6
814 2 2 2 1 2 1 3 4 5 5 2 4 4 1 2 6 4 4 3 2 6 5 1 2 1 4 4 4 26 6
815 1 1 1 4 2 2 2 2 2 1 1 3 2 3 2 2 2 6 3 2 5 3 1 2 1 8 3 2 7 3
816 2 1 2 2 5 5 3 2 3 5 2 2 3 3 3 2 5 2 3 2 7 3 0 2 2 8 3 3 9 6
817 2 7 1 5 2 2 1 2 3 3 5 4 3 2 2 2 1 3 3 2 4 1 1 2 1 8 3 4 25 6
818 2 7 1 4 5 1 1 1 3 4 4 4 5 1 2 2 2 4 3 2 5 6 1 2 1 8 4 4 7 3
819 1 7 3 4 3 2 2 4 5 1 1 1 1 1 2 1 1 3 4 2 1 1 1 1 1 2 4 3 1 4
820 1 1 2 4 2 5 3 1 1 1 4 4 1 2 2 1 2 2 3 2 6 3 0 1 2 8 1 2 1 4
821 2 7 1 1 1 3 2 2 2 1 1 3 3 1 1 2 4 3 3 2 5 3 1 2 1 8 4 4 29 2
822 2 2 1 3 4 1 1 1 5 5 2 5 3 2 2 1 4 6 2 2 4 1 1 2 1 8 4 4 26 6
823 1 1 2 5 5 3 3 4 4 2 2 5 4 5 3 6 2 4 3 3 3 2 0 2 1 8 3 3 4 2
824 2 1 2 3 4 4 5 5 3 3 2 2 3 3 3 2 3 3 3 2 5 5 0 2 1 8 3 4 1 1
825 2 1 1 4 4 1 2 2 3 1 2 4 4 2 3 6 4 4 3 2 4 2 1 2 2 7 4 4 15 2
826 2 2 1 2 4 4 4 3 5 5 3 5 1 3 3 6 4 3 3 2 5 2 0 2 1 8 5 5 14 3
827 2 7 2 1 3 1 1 1 2 1 2 5 5 2 2 2 1 4 3 2 4 3 0 2 1 8 4 4 28 3
828 2 1 2 2 3 4 3 2 4 3 4 4 4 3 2 2 1 3 3 2 5 3 0 2 1 8 3 4 26 6
829 6 4 2 2 3 5 1 1 4 3 3 4 4 3 2 2 1 4 4 2 5 2 0 2 1 8 4 4 26 6
830 1 7 1 4 2 2 4 4 5 3 2 4 4 2 2 2 7 3 2 3 4 7 0 2 1 8 3 3 5 2
831 1 1 1 4 4 5 3 3 4 1 3 4 3 3 2 3 5 5 2 3 7 6 1 2 1 5 3 4 23 6
832 2 7 1 4 4 4 4 4 5 2 2 3 4 1 3 2 3 3 3 2 5 4 0 2 1 8 3 3 23 1
833 2 1 2 3 5 5 3 4 4 2 3 4 2 3 2 2 4 3 3 2 3 3 0 2 1 8 4 5 17 3
834 2 7 2 1 3 5 3 3 5 2 1 3 1 1 4 2 2 3 3 2 3 3 0 1 1 4 5 5 25 6
835 2 1 2 3 4 4 5 4 3 5 1 5 3 3 2 6 2 4 2 2 5 3 0 3 1 5 3 4 13 5
836 2 1 1 5 4 1 4 2 3 5 2 4 4 1 2 6 2 3 3 2 5 7 0 2 2 8 4 4 23 3
837 2 2 1 3 5 1 2 2 3 2 2 3 1 2 2 2 1 2 3 3 3 3 1 1 1 7 4 4 13 3
838 1 1 1 3 3 1 4 2 1 2 2 2 2 2 2 2 2 2 3 3 8 5 1 2 1 7 3 3 26 5
839 2 7 3 1 1 1 1 1 1 5 1 3 3 1 2 2 2 4 4 2 3 2 0 1 1 7 4 5 13 7
840 1 7 1 2 3 1 1 1 3 1 1 3 2 1 2 2 1 3 2 2 5 1 1 2 1 7 4 4 26 7
841 1 1 1 2 2 1 1 1 3 2 1 3 3 1 1 2 1 6 3 2 4 1 1 2 1 7 4 4 1 1
842 2 5 3 1 2 1 4 1 1 2 1 4 3 3 2 6 2 3 3 2 5 3 1 3 2 5 4 4 23 3
843 2 1 1 2 1 1 4 4 4 1 1 1 1 2 2 6 1 2 3 2 5 1 0 1 1 8 4 5 1 7
844 2 1 1 5 2 1 4 4 5 3 2 2 2 5 2 3 2 3 3 2 3 1 0 2 1 7 4 6 1 2
845 1 1 1 2 4 4 4 4 4 3 4 2 4 5 2 6 2 4 2 3 5 3 0 3 2 1 5 1 23 1
846 2 1 2 2 5 5 3 3 5 5 4 4 3 3 3 6 4 3 3 3 2 3 0 3 1 8 3 3 10 4
847 1 1 1 3 2 1 4 3 5 2 3 5 5 2 2 1 5 4 3 2 5 5 1 3 1 5 5 2 18 1
848 2 1 2 4 3 4 3 2 4 2 3 4 4 3 3 2 3 3 3 2 6 4 0 3 1 8 3 4 18 4
849 1 1 1 1 5 2 4 3 3 1 2 3 1 1 2 2 1 2 3 2 6 5 0 1 1 8 3 3 23 2
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850 2 7 1 3 2 4 3 4 2 5 1 3 3 1 4 2 1 1 3 1 3 3 0 2 1 4 4 4 11 3
851 2 7 1 4 3 3 3 3 3 3 1 4 5 1 2 2 5 3 3 2 2 2 1 1 1 7 4 4 7 3
852 2 4 1 4 3 4 3 3 3 2 4 4 4 3 3 6 2 6 3 2 3 1 0 3 2 10 3 4 9 6
853 4 2 2 3 4 2 3 2 3 5 5 5 5 2 3 2 4 2 3 2 5 4 0 2 1 4 4 4 26 6
854 2 3 1 1 1 1 1 1 5 3 1 2 2 1 2 2 1 3 3 2 5 3 0 2 1 8 3 3 8 3
855 4 1 2 5 2 4 5 3 2 1 5 4 3 4 5 3 8 6 2 2 5 3 0 3 1 8 3 4 23 5
856 5 6 1 3 3 3 4 5 4 3 1 5 5 2 2 1 4 2 3 2 6 4 1 3 1 4 5 4 9 1
857 2 1 1 4 4 5 2 2 4 4 2 3 2 2 4 3 2 3 3 3 0 1 1 7 4 4 26 6
858 1 1 1 4 3 4 5 2 1 4 3 3 2 1 1 4 3 2 5 3 1 1 2 3 5 5 26 6
859 1 1 1 2 3 1 4 4 4 3 4 2 1 3 4 3 2 5 2 0 1 2 3 6 6 26 6
860 1 1 3 4 3 3 1 3 3 1 3 2 2 4 4 2 4 2 0 2 2 8 4 4 18 2
861 1 1 1 4 1 3 4 2 2 2 6 8 2 3 2 4 7 0 2 2 3 3 4 1 3
862 2 4 1 3 2 1 1 1 3 3 1 2 2 4 3 3 2 7 5 0 3 1 8 3 3 20 6
863 2 1 1 1 2 3 2 2 2 3 2 2 2 3 3 1 2 5 5 1 3 1 7 3 2 23 1
864 2 2 1 2 3 4 5 1 2 1 4 4 2 2 2 4 5 2 2 5 5 1 4 4 3 3 4 23 3
865 2 1 1 4 2 2 3 2 3 3 2 1 3 4 2 6 3 0 2 1 7 3 3 9 6
866 4 1 2 2 3 2 2 3 2 2 4 3 3 3 6 3 2 2 3 3 3 0 1 1 8 5 5 13 1
867 2 1 1 4 3 2 2 2 4 2 2 2 4 3 2 4 2 0 2 1 12 4 4 23 3
868 3 2 1 3 4 2 3 2 2 2 3 4 4 3 2 4 6 3 2 3 5 1 2 1 9 3 3 32 4
869 2 2 2 2 1 4 3 1 1 5 1 2 2 6 5 4 3 2 4 4 1 1 1 11 4 4 13 3
870 2 1 1 3 2 2 1 1 3 1 1 3 3 2 2 4 4 1 2 1 4 5 4 26 6
871 2 2 1 4 4 1 4 2 4 4 3 3 2 6 3 3 3 3 5 3 1 1 1 4 4 4 26 6
872 2 6 1 1 4 3 5 2 3 1 2 3 2 2 2 4 3 3 2 5 5 1 3 2 12 3 3 18 3
873 7 7 1 1 3 1 1 1 1 2 1 3 3 2 1 1 0 1 1 8 3 4 23 3
874 1 2 1 3 4 2 4 4 1 1 1 3 2 6 2 4 3 2 4 1 0 1 2 1 3 4 12 6
875 2 1 3 4 5 2 4 3 3 4 4 2 2 2 2 4 3 2 5 1 1 2 1 1 4 4 14 2
876 1 1 1 5 2 2 3 3 1 2 2 3 2 2 8 6 3 2 6 5 0 1 1 7 5 5 12 2
877 2 1 3 4 4 3 3 4 2 3 2 1 3 2 3 3 5 2 3 3 1 2 1 8 4 4 8 2
878 2 2 1 4 5 3 1 2 1 2 4 4 1 2 2 2 6 3 2 4 2 1 2 1 7 4 4 23 2
879 2 1 1 2 4 3 1 3 4 3 5 2 2 2 5 3 2 5 3 0 3 1 8 4 4 23 4
880 2 1 2 3 5 1 4 2 3 3 2 3 3 3 2 6 6 1 3 1 7 3 3 12 6
881 1 2 1 5 1 2 3 2 2 3 2 1 6 2 5 3 3 2 6 3 0 1 2 7 3 3 12 3
882 1 7 1 3 1 1 2 2 1 2 6 1 1 3 2 3 1 1 2 2 11 3 3 1 1
883 4 1 2 3 2 1 3 3 3 2 6 5 2 3 2 5 3 1 3 2 4 2 3 35 7
884 2 1 2 4 2 1 2 4 2 3 2 2 2 3 3 2 5 3 1 2 1 7 4 4 23 1
885 2 2 1 2 3 1 4 4 1 3 3 2 2 6 4 3 3 2 7 3 0 2 2 9 5 5 26 6
886 1 1 3 3 2 3 3 3 1 2 2 1 1 3 2 4 2 0 2 1 6 3 3 26 6
887 2 1 3 3 3 5 3 3 3 1 4 5 1 2 2 1 3 2 2 2 1 0 2 1 8 3 3 9 3
888 4 1 1 1 3 2 3 4 2 1 6 2 1 1 4 3 3 3 3 0 1 1 8 4 6 26 6
889 5 1 3 3 4 4 4 3 4 4 4 3 2 2 4 3 2 3 2 0 1 1 12 4 4 26 6
890 2 1 3 3 2 5 2 4 1 2 1 2 6 1 3 3 2 3 1 0 1 2 7 4 3 18 4
891 2 7 1 3 1 3 1 1 2 1 2 1 6 1 4 2 1 5 1 1 1 2 7 4 3 18 2
892 1 5 1 3 1 1 2 5 5 2 2 5 5 4 3 1 8 1 0 2 2 2 3 5 26 6
893 2 1 2 4 3 1 3 4 1 4 4 1 2 2 1 3 1 2 5 2 0 2 1 1 3 4 26 6
894 1 2 1 3 5 3 4 4 3 2 2 4 2 1 2 6 3 1 3 1 1 1 1 8 4 5 26 6
895 1 5 1 2 1 2 1 1 3 3 3 1 2 3 3 2 4 4 1 1 1 5 3 4 20 1
896 1 7 2 1 1 1 5 5 1 1 6 5 2 3 2 1 1 0 2 1 1 3 3 12 2
897 2 1 1 3 4 3 4 2 2 4 4 2 2 4 2 3 3 2 5 3 1 1 1 1 4 4 6 2
898 2 1 1 4 3 4 3 3 3 3 2 2 1 4 3 2 5 2 0 2 1 7 4 4 26 6
899 2 7 1 5 3 2 4 3 4 2 2 6 4 2 3 2 5 7 0 3 1 3 5 3 18 4
Appendix 7: Self-completion Questionnaire Data Set
900 2 1 1 3 3 3 2 2 3 1 3 4 2 5 4 2 6 3 2 3 3 0 2 2 8 4 6 26 6
901 2 1 2 4 3 4 1 2 1 4 3 4 2 4 2 1 4 3 3 4 2 0 2 1 8 1 1 15 3
902 1 1 1 4 4 1 4 3 2 3 4 3 1 1 5 3 2 3 5 1 2 1 7 4 4 26 6
903 2 1 1 4 5 2 3 4 4 4 1 4 4 3 2 16 2 4 3 2 4 2 0 2 1 1 4 5 10 6
904 2 1 1 3 4 1 1 1 4 1 1 1 1 1 2 23 1 6 3 2 5 3 1 3 1 5 3 3 11 3
905 1 1 1 3 2 3 4 2 1 2 2 4 3 3 2 12 1 3 3 3 3 1 0 2 1 8 2 3 1 2
906 5 1 3 4 3 3 2 2 2 4 2 3 3 3 2 234 4 4 3 2 5 3 0 2 2 7 3 3 23 2
907 2 2 1 3 4 1 3 3 3 3 4 4 3 4 2 34 4 6 3 2 4 2 1 1 1 1 4 4 32 1
908 2 4 2 1 3 4 4 4 5 1 1 5 4 1 2 12 1 4 2 2 8 1 0 2 1 5 3 4 15 3
909 5 1 1 3 4 2 2 1 5 4 2 5 4 4 3 124 3 5 3 2 3 3 1 1 1 12 4 3 12 7
910 2 1 2 4 3 2 3 3 3 2 34 2 4 2 5 3 1 1 1 1 4 4 35 7
911 2 2 1 1 5 2 1 2 5 3 2 2 4 3 2 16 4 4 2 2 3 5 1 2 1 2 4 4 26 6
912 1 1 1 3 3 4 3 3 3 2 2 4 3 2 2 6 3 3 3 3 1 0 1 1 7 4 4 12 2
913 2 1 2 3 3 4 3 4 4 2 2 4 4 5 3 5 6 23 2 5 3 1 2 1 2 5 3 11 6
914 6 1 1 1 1 4 1 1 3 3 2 2 2 1 4 3 2 3 3 1 2 1 8 3 3 15 7
915 2 2 1 2 5 2 1 1 1 5 3 4 4 3 2 2 4 3 3 2 5 3 1 2 1 3 4 5 4 6
916 6 7 1 3 5 1 3 3 5 1 1 3 5 1 1 5 1 4 4 1 7 1 1 1 1 4 5 5 26 6
917 1 25 1 3 4 5 4 4 3 5 3 5 4 3 3 1 4 3 3 2 7 7 1 2 1 1 1 3 23 5
918 5 1 1 4 1 4 1 1 1 1 4 5 3 1 2 6 3 4 3 2 7 3 0 1 1 9 3 3 25 6
919 12 1 3 4 4 3 3 4 5 5 1 3 3 1 2 6 1 6 3 1 4 1 0 2 1 7 3 2 34 3
920 2 4 1 1 5 5 4 4 3 3 3 2 1 7 6 3 2 5 1 0 2 1 7 5 4 17 6
921 2 3 1 2 5 2 5 5 5 4 1 3 3 3 2 26 3 2 3 2 5 3 1 2 1 11 5 5 26 6
922 2 7 1 3 4 2 3 3 5 2 1 5 4 3 2 3 4 4 3 2 6 5 1 1 1 11 5 6 26 6
923 1 1 1 4 5 2 2 2 1 2 2 4 4 1 4 2 2 6 3 2 5 3 1 1 1 9 4 3 24 6
924 2 1 2 5 5 1 5 1 5 4 3 3 4 3 4 2 2 3 3 3 3 3 0 1 2 1 4 4 26 6
925 2 1 1 3 5 1 3 3 4 2 3 4 4 3 2 2 3 6 3 2 5 5 1 1 1 1 4 4 15 3
926 1 7 1 1 2 1 1 1 1 1 1 1 1 3 2 2 4 3 2 2 5 3 1 1 1 7 4 4 2 4
927 7 1 3 3 2 1 1 1 1 1 1 1 1 1 2 2 1 3 3 2 3 1 0 1 1 1 5 5 22 5
928 1 1 1 2 1 1 1 1 1 1 1 1 1 1 2 2 1 3 4 2 5 2 0 1 1 7 5 6 23 6
929 1 2 2 2 5 1 1 1 3 3 1 4 3 3 2 12 2 4 2 2 5 2 1 1 1 3 4 4 26 6
930 2 2 1 3 5 4 2 2 4 3 5 2 1 1 1 2 1 5 3 0 2 1 4 4 4 23 1
931 6 7 1 1 1 3 1 1 4 4 1 3 4 2 2 6 1 5 2 2 5 1 1 1 1 8 4 5 14 6
932 2 7 2 4 3 1 3 3 3 1 2 3 4 1 2 1 2 3 13 2 3 2 0 4 4 7 2 2 13 1
933 2 7 1 1 1 5 5 1 6 1 1 6 3 2 1 1 1 1 2 7 4 4 15 4
934 2 7 1 1 1 3 2 2 4 3 3 16 1 4 3 1 3 1 1 1 1 5 2 2 25 4
935 1 5 3 4 5 2 4 2 4 1 4 1 1 3 2 3 4 3 3 2 5 3 1 2 1 7 4 4 26 6
936 2 1 2 3 2 2 4 1 3 3 2 4 3 4 3 6 5 0 1 2 8 5 4 26 6
937 2 3 1 3 2 2 1 2 4 2 1 3 3 2 2 6 3 3 3 2 5 5 1 2 1 7 4 6 26 6
938 2 7 1 3 2 1 1 4 2 1 2 3 4 2 2 2 2 3 3 2 5 5 0 2 2 7 5 5 26 6
939 24 12 1 4 3 2 3 4 3 4 3 2 2 4 4 2 2 4 3 2 5 2 0 1 2 7 5 6 23 3
940 2 1 1 5 5 3 5 4 5 5 3 4 3 3 2 6 4 3 3 2 5 3 0 1 1 5 2 5 1 4
941 2 1 2 4 5 5 3 4 4 2 1 4 2 3 2 6 2 6 3 2 3 1 2 1 8 4 4 26 6
942 2 1 1 4 3 3 3 4 2 4 2 3 2 3 3 2 2 3 3 3 5 0 2 1 8 3 3 13 1
943 7 1 2 4 1 2 2 5 4 1 5 3 1 2 1 5 3 2 5 1 1 2 2 9 3 4 27 6
944 12 7 2 3 4 3 3 3 4 2 3 3 3 2 3 6 1 6 3 2 5 1 1 2 2 11 5 5 12 5
945 2 12 1 4 3 1 3 4 2 3 3 6 3 3 3 2 4 4 0 2 2 8 4 4 25 1
946 1 14 1 5 2 5 4 3 4 3 3 3 1 3 3 3 3 6 3 0 2 1 3 4 5 19 4
947 7 7 1 1 1 1 1 1 3 1 1 1 1 1 7 1 2 2 1 3 1 1 2 1 8 4 4 26 6
948 7 7 1 1 1 1 1 1 1 1 1 1 1 1 7 1 2 3 1 3 1 0 1 1 8 5 5 12 3
949 1 12 1 4 4 2 2 3 3 2 3 3 3 4 2 6 2 4 3 2 5 2 0 2 1 7 4 5 23 6
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950 1 7 3 4 1 1 1 1 3 1 1 3 2 1 2 2 4 3 2 3 7 6 1 1 9 3 3 19 2
951 1 1 2 5 4 1 4 1 1 1 4 4 3 5 3 1 6 4 3 2 7 3 0 2 1 4 4 4
952 1 1 1 4 3 2 3 3 5 3 2 1 1 6 3 6 3 3 3 2 5 3 0 2 1 7 3 3
953 1 1 1 1 1 1 2 2 1 1 6 1 4 2 3 1 1 1 1 9 4 4
954 1 7 1 1 4 4 3 3 4 3 1 3 4 1 2 1 1 6 23 1 3 1 1 2 2 1 4 4
955 2 1 1 4 3 1 2 2 4 2 4 4 3 1 2 2 6 3 3 2 7 5 1 1 1 9 4 4
956 1 7 1 2 1 5 4 1 4 34 4 6 23 2 3 1 1 2 1 1 4 4 22 3
957 12 12 3 3 5 2 4 3 4 2 2 4 1 23 2 3 3 2 5 3 0 1 1 8 3 4 23 4
958 1 145 2 5 1 1 2 3 2 1346 7 23 4 6 6 0 1 11 35 7
959 6 7 1 1 1 1 1 1 1 1 1 1 1 1 2 1 234 1 1 1 1 2 1 7 3 3 26 6
960 7 7 1 1 1 1 1 1 1 4 3 1 5 1 0 1 1 7 5 6 26 6
961 1 13 123 3 5 1 1 1 4 4 4 3 3 3 2 12 4 3 3 2 5 3 0 1 1 7 3 3 26 6
962 1 1 1 4 3 3 3 2 4 3 2 2 3 23 3 1 3 0 3 1 7 3 3 7 1
963 1 1 1 3 3 1 3 1 3 5 2 3 4 3 2 46 4 4 2 2 7 5 1 2 2 7 3 3 23 3
964 7 7 1 1 1 1 1 1 2 1 2 2 1 1 4 1 6 1 6 1 1 2 1 4 3 3
965 7 7 1 1 1 1 1 1 1 1 1 1 1 2 34 1 3 3 1 1 1 0 1 1 7 2 2 26 6
966 1 7 1 4 4 4 2 2 5 1 1 1 1 1 6 1 2 1 1 0 2 1 7 3 3 7 1
967 2 56 3 2 4 3 2 3 2 345 8 4 23 2 5 4 1 1 1 9 5 6 23 7
968 12 7 1 1 1 1 3 3 4 2 2 2 3 6 2 7 1 6 4 2 3 1 1 1 2 6 4 4 9 6
969 7 7 345
970 2 2 1 4 5 4 3 3 4 4 3 4 5 12 3
971 2 1 1 3 1 1 1 1 2 1 2 3 2
972 7 7 1 1 1 1 1 1 3 1 1 1 3 1 1 1 1 3 1 9 3 3 26 6
973 2 1 3 3 3 3 3 3 3 3 1 3 1 1 6 1 23 1 1 1 0 2 1 7 4 4
974 2 1 1 2 4 2 4 4 234
975 15 13 1 4 3 2 3 2 2 2 3 3 4 3 2 4 24 3 7 5 1 1 2 9 5 5 13 4
976 3 5 3 2 2 5 2 5 1 3 1 2 6 1 4 34 2 5 3 1 1 1 9 6 6 16 1
977 2 1 1 3 5 3 4 2 4 4 2 2 4 1 2
978 3 2 2 1 3 5 3 1 3 3 3 2 2 1 3 23 3 3 1 0 1 1 5 5 5 7 4
979 2 1 5 3 2 5 3 4 3 3 2 6 2 3 23 5 5 1 4 4 3 9 4
980 2 137 1 2 1 3 2 1 2 26 1 1 3 2 1 1 1 1 1 1 3 3 26 6
981 1 1 2 5 5 2 2 3 5 4 3 2 4 3 2 1 1 3 3 2 5 1 0 2 1 1 3 3 26 6
982 2 7 2 3 2 1 2 2 4 1 1 4 3 1 1 1 1 4 3 2 5 1 1 2 2 8 3 3 26 6
983 2 1 3 3 2 1 1 1 1 5 3 4 4 3 2 6 1 3 3 2 5 3 1 3 1 7 1 1 6 6
984 25 2 2 2 4 3 1 1 4 2 1 4 2 3 3 26 2 3 3 2 6 7 0 2 1 8 3 3 26 6
985 1 1 1 4 5 3 3 3 5 4 3 4 4 3 2 4 3 4 3 2 5 2 0 2 1 8 5 6 26 6
986 1 7 1 1 4 5 1 1 2 2 1 1 2 1 1 2 1 1 3 2 5 1 1 2 1 8 3 3 2 3
987 2 2 2 1 4 1 4 5 1 4 3 6 4 1 5 5 34 3 5 1 3 1 10 5 5 23 5
988 1 235 1 2 2 1 4 4 3 4 3 3 4 4 13456 3 3 2 2 5 5 1 1 3 8 5 5 18 6
989 2 1 1 3 2 4 2 2 4 1 1 3 2 3 4 23 2 2 1 0 1 1 8 4 3 19 1
990 2 7 2 4 3 2 5 1 2 1 4 3 2 1 6 1 3 23 1 4 1 1 1 1 1 3 5 23 6
991 3 1 2 5 2 4 1 4 5 2 4 2 6 2 3 34 2 4 3 0 2 1 8 5 4 3 1
992 3 1 1 5 5 1 1 4 1 3 3 3 1 3 6 6 4 235 1 5 5 1 2 1 11 3 3 26 6
993 4 1 2 4 2 4 5 6 23 3 6 7 0 2 1 1 1 1 35 7
994 3 1 1 5 4 2 4 3 3 3 2 3 2 2 2 3 23 2 4 3 0 2 1 8 3 2 25 6
995 1 1 3 4 2 4 1 2 3 3 2 2 2 3 4 23 3 3 2 0 2 1 8 3 4 26 6
996 2 2 2 3 4 2 4 2 4 3 3 2 2 2 3 4 2 4 2 0 2 1 8 3 4 12 6
997 1 1 1 4 1 1 1 1 1 1 1 1 1 3 1 3 1 1 2 1 8 3 3 28 5
998 1 1 3 2 3 1 1 3 2 3 3 6 1 1 3 2 1 1 0 3 1 7 1 1 23 4
999 1 1 1 4 1 1 1 1 1 2 2 1 6 3 3 2 5 5 1 2 1 8 3 3 28 5
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1000 2 7 1 3 1 1 3 5 1 1 2 2 1 2 14 2 4 234 2 5 3 1 2 1 7 4 4 16 2
1001 2 7 1 3 5 5 2 2 4 4 2 2 2 4 4 23 2 4 2 0 2 1 8 3 3 13 2
1002 2 7 1 1 1 5 1 2 5 2 5 4 234 2 2 2 0 2 1 5 2 2 9 4
1003 2 2 2 2 1 3 4 5 1 3 4 2 1 2 2 2 3 23 2 4 1 0 3 1 2 5 6 8 3
1004 2 1 2 2 4 4 3 2 2 3 4 4 2 6 1 1 23 2 5 1 0 2 2 3 3 3 18 2
1005 2 3 3 5 1 3 5 4 4 5 4 3 2 2 3 4 34 3 5 3 1 1 1 4 4 4 10 7
1006 3 1 2 5 1 4 3 3 4 2 3 2 6 1 4 34 2 5 2 1 2 1 1 3 3 26 6
1007 2 1 3 3 1 1 1 3 3 1 3 3 2 2 2 3 3 23 2 5 5 1 2 1 8 3 3 26 6
1008 1 1 1 3 5 5 5 5 3 4 4 2 5 1 1 1 3 3 5 3 0 2 1 7 2 2 12 3
1009 1 7 1 3 4 5 4 2 3 3 4 1 1 6 2 3 3 2 4 3 1 2 2 8 4 4 12 6
1010 1 1 2 4 3 3 2 3 4 3 3 2 3 1 3 3 2 5 3 0 2 1 4 5 5 15 2
1011 1 5 2 1 1 1 4 2 1 1 4 4 2 2 4 3 5 2 2 5 5 1 2 1 7 4 4 32 2
1012 1 2 2 3 4 1 4 3 1 5 4 2 3 1 3 1 3 2 5 5 1 3 1 10 4 3 23 5
1013 6 3 3 1 3 5 2 4 4 2 3 2 4 2 147 1 3 23 2 3 3 0 2 1 8 4 4 26 6
1014 2 7 2 4 2 2 4 3 3 2 1 3 1 2 5 5 1 2 1 8 4 4 23 7
1015 12 7 2 1 1 1 1 1 1 1 1 4 1 1 2 1 1 1 23 1 1 1 1 2 1 7 4 3 26 6
1016 12 12 12 2 4 3 4 3 3 4 3 4 4 5 2 13 5 3 3 2 7 7 0 3 1 4 5 5 26 6
1017 2 6 3 5 2 4 3 1 5 3 3 2 4 5 3 124 5 5 23 3 6 5 0 2 1 7 4 4 26 6
1018 1 2 1 3 4 4 4 4 2 4 2 5 5 2 2 24 5 5 2 2 5 3 0 2 1 8 4 6
1019 12 12 5 5 3 2 5 5 3 2 24 6 3 234 3 5 7 1 3 1 1 4 4 12 6
1020 2 14 23 4 5 5 4 5 5 4 4 5 5 4 3 26 3 4 23 3 4 2 0 2 1 2 1 3 23 4
1021 1 2 1 2 5 2 3 5 5 3 3 4 5 2 2 6 4 6 3 2 5 1 2 2 9 5 5 23 6
1022 12 14 2 4 3 5 3 3 4 4 4 4 2 3 3 126 5 3 3 3 4 3 1 3 1 10 4 3 29 2
1023 2 7 1 5 5 1 3 3 5 3 1 5 4 3 2 456 6 6 3 2 3 1 2 1 4 3 4 20 4
1024 2 14 1 4 5 1 1 1 1 2 2 4 3 4 3 14 3 1 3 2 6 5 1 2 2 8 4 4 8 1
1025 1 5 3 2 3 5 2 5 1 3 3 2 1 3 6 3 2 5 4 1 1 2 8 3 3 23 3
1026 2 1 1 4 3 1 1 1 1 1 2 5 4 1 2 1267 2 1 3 2 5 3 1 3 4 9 3 3 28 6
1027 2 14 1 5 4 2 4 4 3 4 6 4 3 3 2 2 8 8 0 2 4 3 3 3 5 1
1028 2 2 1 3 5 1 5 3 3 1 1 1 1 1 1 4 2 1 3 1 5 7 1 2 2 11 3 4 12 7
1029 14 1 1 1 5 5 1 3 3 5 1 5 4 1 3 6 2 5 23 2 1 5 1 2 1 1 2 2 1 5
1030 2 2 2 4 4 2 1 1 4 5 4 4 3 1 2 24 2 3 3 2 5 1 0 2 1 4 3 3 26 6
1031 2 1 1 5 3 4 1 3 4 3 3 4 4 1 2 2 2 3 2 5 1 1 2 1 2 5 5 23 6
1032 1 15 1 3 2 2 5 3 2 2 2 2 3 2 2 1 1 2 3 2 5 3 0 2 1 7 3 3 28 1
1033 2 2 2 5 4 1 1 3 3 2 4 4 5 2 2 5 2 3 2 5 3 0 2 1 8 3 3 26 6
1034 2 7 2 4 1 1 3 4 1 1 1 4 1 2 2 2 6 3 2 4 3 1 1 2 8 5 6 26 6
1035 2 2 1 4 1 1 3 1 5 2 4 5 3 2 2 1 3 3 2 1 8 1 2 1 1 4 5 26 6
1036 7 1 3 3 5 1 1 5 5 1 5 3 2 2 126 2 3 234 2 5 3 1 2 1 1 4 4 26 6
1037 2 1 1 1 2 3 3 1 3 2 2 1 2 3 3 4 1 0 2 1 8 1 2 10 7
1038 7 1 1 1 1 1 1 1 1 1 3 1 1 1 1 1 1 8 4 4 26 4
1039 2 1 3 5 3 3 2 5 2 5 1 2 3 2 2 4 3 3 4 5 2 0 2 2 8 4 5 32 6
1040 2 1 1 3 4 2 2 2 4 1 2 2 2 3 3 2 3 1 1 2 2 4 3 3 12 3
1041 7 1 3 5 2 2 2 2 3 1 3 4 6 1 2 3 4 3 2 4 1 1 1 7 4 4 18 6
1042 2 256 2 2 5 1 5 4 4 3 2 4 2 3 2 34 4 4 3 2 4 3 1 2 1 11 3 3 26 7
1043 12 1 12 3 4 4 3 3 3 4 3 4 5 6 3 26 5 3 3 2 6 6 0 3 2 7 4 5 1 5
1044 2 1 1 4 5 3 5 3 3 3 4 6 3 345 4 4 3 2 7 5 0 1 9 4 7 4
1045 2 7 1 5 5 5 5 5 5 1 3 3 3 6 7 6 2 3 3 0 2 1 4 4 4 26 6
1046 6 4 1 2 3 4 4 2 1 2 4 4 5 2 1 1 3 3 2 3 1 0 2 1 11 3 3 4 7
1047 2 12 12 4 2 2 5 3 4 4 1 4 4 3 3 234 4 6 3 2 5 5 1 2 4 4 3 3 17 4
1048 24 14 3 4 2 4 1 3 4 5 3 3 3 3 3 246 2 6 3 2 5 7 0 2 2 9 3 4 20 3
1049 1 1 3 2 1 4 5 3 2 1 2 5 2 2 12 2 3 2 2 3 1 1 2 1 1 3 2 4 5
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1050 1 46 2 3 2 2 2 3 2 2 4 2 2 2 3 2 2 2 1 1 1 1 5 6 26 3
1051 2 234 3 4 5 3 3 3 3 1 1 3 1 3 2 2 4 3 3 2 5 1 0 3 1 8 5 3 26 3
1052 3 1 1 4 2 1 3 4 4 5 3 4 4 3 3 24 5 2 3 2 7 8 1 2 1 5 4 4 26 7
1053 2 12 1 3 4 3 2 2 5 4 2 3 4 3 2 23 3 4 2 6 3 1 2 2 4 3 4 26 6
1054 1 1 4 1 1 1 1 1 3 1 5 2 1 2 1 2 3 3 3 3 0 3 2 7 3 3 10 3
1055 2 15 3 4 4 3 3 3 4 5 4 4 4 4 2 46 3 5 2 3 6 6 0 3 3 8 3 3 12 2
1056 1 1 2 3 5 1 4 3 5 3 1 5 4 1 3 26 2 3 2 2 3 1 2 2 7 4 5 18 1
1057 12 1 1 3 4 5 1 2 3 3 4 4 1 2 1 3 3 3 2 5 1 1 1 2 10 3 2 4 6
1058 7 7 1 3 3 1 4 3 1 1 1 2 2 1 3 3 2 3 5 1 1 1 11 4 5 26 7
1059 2 12 1 2 4 1 3 4 5 3 1 4 3 1 2 6 1 4 23 2 3 1 0 1 1 7 5 6 13 6
1060 2 7 1 3 4 4 3 3 4 2 1 4 4 1 3 346 4 3 3 2 5 4 1 2 1 9 3 3 26 3
1061 2 2 2 3 5 2 1 4 5 2 1 4 3 1 1 12346 6 2 2 3 1 0 2 1 1 4 4 26 6
1062 7 7 2 2 1 2 5 1 2 13 6 1 4 1 5 5 1 3 1 8 4 5 28 4
1063 1 23 1 1 4 1 3 3 5 5 2 4 2 3 3 236 5 3 23 2 7 4 1 2 1 7 4 5
1064 2 2 1 3 3 2 2 1 1 1 3 5 4 1 2 2 2 3 2 3 1 0 2 1 8 10 3
1065 2 7 1 3 3 4 3 3 5 3 3 3 3 1 1 2 1 1 3 2 1 1 1 2 2 7 3 3 23 6
1066 1 7 1 4 5 1 1 1 4 1 3 4 1 2 3 1 2 1 2 5 1 1 2 1 5 4 4 14 1
1067 2 7 1 3 4 1 1 1 5 1 1 1 2 1 1 1 3 3 1 6 1 1 1 1 3 4 4 12 6
1068 2 3 1 1 4 1 3 3 5 3 4 3 4 3 3 35 5 6 4 2 8 5 1 2 1 3 4 4 32 2
1069 2 2 1 3 3 2 1 1 2 4 1 3 4 3 4 26 4 3 3 2 7 5 1 2 1 8 4 4 8 6
1070 2 2 1 3 5 1 2 2 4 2 2 3 5 1 2 26 3 6 3 2 4 1 1 1 1 11 5 5 6 7
1071 1 7 1 3 4 2 3 3 5 1 2 3 3 1 2 2 2 3 3 2 5 3 1 2 1 3 3 4 26 6
1072 2 1 1 4 4 4 3 3 5 3 3 2 3 2 2 12 2 3 3 2 7 3 0 2 1 9 4 4 4 4
1073 1 2 1 2 4 1 4 4 5 5 2 4 3 2 2 2 2 3 3 2 5 2 1 1 1 1 4 4 26 6
1074 2 7 1 4 5 4 1 1 2 3 4 4 4 1 2 26 3 1 3 2 5 3 0 2 1 1 3 4 26 6
1075 2 2 1 2 4 2 3 3 5 2 3 2 2 1 2 26 1 3 3 2 5 1 1 2 2 1 4 4 26 6
1076 1 7 1 2 1 3 3 3 4 3 2 4 4 1 3 2 5 3 3 2 6 5 1 2 1 11 5 5 26 6
1077 2 1 1 4 4 2 3 2 5 4 4 4 5 2 2 2356 3 3 23 3 5 3 1 1 1 2 4 6 26 6
1078 2 5 1 3 5 1 5 3 3 5 3 3 5 2 2 23456 4 3 23 2 5 5 1 1 1 11 5 5 26 6
1079 2 1 3 3 2 2 2 2 3 4 3 1 1 2 1 2 2 2 24 3 4 2 0 2 1 8 3 4 18 3
1080 2 7 2 4 5 1 1 2 3 1 2 4 2 1 2 246 2 3 3 2 3 3 0 1 2 8 4 4 12 6
1081 2 1 2 4 4 1 1 2 3 1 1 3 2 1 6 1 2 5 5 0 2 1 8 4 4 29 4
1082 2 1 1 4 3 1 3 3 4 2 2 3 4 3 2 2 3 3 3 3 5 3 1 3 4 4 3 4 26 6
1083 2 1 1 3 4 2 2 2 1 3 1 1 1 1 1 2 1 3 3 2 5 3 0 2 1 8 3 3 26 6
1084 3 1 2 4 3 3 4 3 4 5 1 2 3 3 2 25 5 4 3 3 7 3 1 1 3 4 4 1 4
1085 1 2 1 3 5 1 1 2 4 4 4 3 4 4 3 12 5 4 3 2 6 2 0 1 1 7 4 5 26 6
1086 1 2 1 4 5 1 2 1 4 5 2 4 3 3 2 246 3 4 3 2 5 5 1 2 1 8 3 5 1 3
1087 2 2 1 4 3 3 3 3 4 1 2 3 3 3 2 12 3 5 3 2 6 3 1 2 2 8 4 6 26 6
1088 1 1 1 3 1 1 1 1 5 1 1 3 5 1 2 2 1 3 4 2 6 2 1 2 2 3 3 3 23 3
1089 6 7 1 2 2 1 3 3 5 1 1 3 5 1 2 2356 3 3 23 1 4 1 1 2 2 8 5 5 15 5
1090 2 1 3 3 3 2 3 2 3 2 3 3 3 2 3 34 5 3 3 2 6 4 1 1 2 2 3 3 31 2
1091 2 6 2 4 5 1 1 5 5 3 5 5 3 2 4 15 7 6 2 8 1 1 2 1 11 4 6 14 5
1092 1 1 1 5 5 1 1 3 4 4 2 4 3 4 2 6 2 3 4 2 5 2 0 2 1 1 2 3 8 6
1093 1 1 3 2 3 4 1 1 3 3 1 2 1 2 2 3 2 3 3 0 1 1 8 4 6 7 3
1094 2 1 1 3 2 2 1 2 5 3 2 3 2 3 4 12 2 4 3 0 2 2 8 3 4 12 2
1095 2 2 2 2 4 1 2 1 3 4 6 3 2 2 4 2 5 2 1 2 1 3 4 4 7 6
1096 2 1 2 3 1 2 1 1 4 4 3 2 2 3 6 2 5 3 1 2 2 1 4 4 12 2
1097 2 1 2 1 5 4 3 2 3 3 4 5 2 3 6 1 2 2 3 1 0 2 2 8 4 5 18 5
1098 2 1 1 3 1 4 1 1 2 2 2 2 1 4 2 4 2 0 2 1 1 4 4 25 6
1099 4 1 3 4 1 1 2 3 1 2 2 3 1 6 1 6 1 1 1 0 2 1 7 5 5 14 5
Appendix 7: Self-completion Questionnaire Data Set
1100 2 1 2 3 5 3 4 3 2 2 2 3 2 3 4 2 0 2 1 8 1 2 2 1
1101 1 1 2 3 3 2 1 4 3 1 2 47 2 1 2 6 1 1 2 2 4 3 3 10 2
1102 1 2 3 5 5 3 3 2 3 1 4 2 1 4 2 4 3 3 2 4 2 0 1 1 8 3 3 1 4
1103 1 1 1 3 4 1 5 3 1 1 1 1 2 2 2 5 3 2 3 3 1 2 1 1 3 4 12 1
1104 1 1 2 4 3 4 2 4 1 3 2 6 2 4 2 3 3 0 2 1 8 5 4 23 2
1105 6 7 1 1 1 2 1 1 1 1 1 3 3 1 3 1 1 1 1 1 4 4 17 2
1106 2 2 1 2 4 1 5 1 2 4 3 2 2 2 4 6 3 2 4 2 1 2 1 8 4 4 15 7
1107 1 1 1 4 4 4 3 3 4 4 1 1 1 2 3 2 4 1 1 1 1 8 5 5 25 6
1108 6 7 3 5 1 1 1 1 2 2 7 1 2 3 1 3 1 1 1 1 8 3 5 15 7
1109 2 1 2 3 2 1 3 2 4 2 3 2 2 1 3 23 2 4 2 0 1 1 1 3 3 26 6
1110 2 1 1 4 2 2 1 1 4 2 2 2 2 1 3 23 2 4 1 0 1 1 1 3 3 10 6
1111 2 2 1 1 1 3 2 2 2 2 3 1 1 2 8 3 0 2 1 1 4 4 26 6
1112 1 7 1 4 3 1 1 5 3 2 4 2 2 2 6 3 3 23 2 3 1 1 1 2 1 4 4 26 6
1113 7 1 1 1 4 2 1 1 1 1 1 2 2 1 2 34 2 2 1 0 2 1 1 4 4 26 6
1114 2 6 1 3 2 4 4 1 2 2 2 3 23 2 4 2 0 1 1 3 2 2 7 1
1115 2 1 1 2 1 3 1 1 3 2 2 2 23 2 4 1 0 2 1 7 1 3 12 4
1116 5 7 3 4 1 4 3 2 1 1 4 4 1 2 6 3 3 34 2 5 3 1 3 2 4 3 3 12 7
1117 2 1 2 4 3 3 1 1 4 4 2 2 2 1 3 23 2 5 3 0 1 2 8 4 6 26 6
1118 2 1 1 4 3 3 2 3 3 6 3 3 3 2 8 4 0 2 1 8 1 1 10 5
1119 2 1 1 2 4 4 4 3 1 2 4 1 2 1 2 2 3 2 3 1 0 1 1 8 3 3 2 2
1120 2 1 1 4 3 2 4 4 1 1 1 4 2 2 2 3 3 3 5 3 0 2 2 8 3 6 17 2
1121 2 1 1 3 2 1 3 2 2 2 2 2 3 23 2 5 3 1 2 2 11 3 3 9 1
1122 1 2 1 3 5 1 4 3 3 3 4 4 3 1 3 3 3 2 4 3 1 1 1 8 3 3 26 6
1123 3 5 2 4 4 3 4 6 5 6 8 6 3 3 6 8 0 2 3 1 4 4 7
1124 1 1 1 5 1 3 2 4 2 1 2 2 2 3 2 1 3 3 2 3 1 0 1 1 3 3 5 23 3
1125 1 7 1 3 2 4 4 4 1 3 1 4 4 2 7 1 3 3 2 4 2 1 2 1 7 4 4 8 2
1126 1 2 2 5 5 1 3 3 1 3 1 1 1 6 1 3 3 2 5 1 1 3 1 10 3 3 26 6
1127 1 4 3 3 2 4 4 2 4 4 2 2 3 3 3 5 3 0 2 1 8 2 2 12 6
1128 1 1 1 3 4 2 3 2 5 2 1 2 5 3 2 3 4 0 1 1 7 4 4 23 1
1129 2 1 2 1 2 5 4 3 3 1 4 3 1 2 6 2 3 4 2 5 1 0 2 1 8 1 1 12 2
1130 2 1 3 4 3 1 5 4 5 1 2 2 2 3 6 2 3 3 2 5 3 0 2 1 8 3 3 12 5
1131 2 2 1 4 5 3 5 4 3 1 2 1 2 4 3 2 3 1 0 2 1 8 2 3 10 4
1132 2 1 1 4 1 3 2 2 4 3 2 2 2 3 3 2 7 3 0 2 1 8 2 2 1 4
1133 2 1 1 3 1 4 3 1 2 2 1 3 5 2 5 3 0 2 1 8 3 3 10 5
1134 2 1 3 4 1 2 2 4 2 2 6 2 3 2 2 5 1 19 1
1135 2 7 3 1 1 1 1 1 2 1 1 1 2 4 1 0 1 1 8 3 4 1 3
1136 2 7 1 3 3 1 1 4 1 2 2 6 1 3 3 2 1 1 0 2 2 8 2 2 13 4
1137 2 1 2 2 1 1 3 2 1 4 2 1 2 3 2 3 1 0 1 1 8 3 3 26 6
1138 7 7 1 1 1 4 3 1 1 2 1 1 3 2 5 3 1 1 1 7 3 4 18 6
1139 7 7 1 1 1 4 4 1 1 6 1 3 3 1 5 1 1 1 2 7 5 4 26 6
1140 1 1 1 5 5 3 3 1 2 2 1 2 3 3 2 5 2 0 1 1 9 5 4
1141 2 1 1 3 3 4 3 4 4 2 2 1 1 1 3 1 1 1 0 2 1 7 4 4 11 3
1142 2 1 1 1 2 2 2 2 2 2 1 2 3 3 2 2 2 1 2 1 8 3 3 32 2
1143 2 1 1 1 1 3 3 3 3 3 2 1 3 3 3 3 4 4 1 1 1 8 4 5 32 2
1144 2 2 3 1 3 5 5 1 2 3 2 1 1 2 2 2 3 2 4 1 0 1 1 8 5 5 23 3
1145 2 1 1 3 4 4 1 2 3 2 2 4 3 3 3 6 3 0 2 2 8 3 2 18 1
1146 1 2 2 1 4 4 1 3 1 3 4 4 1 3 1 4 1 3 2 5 7 1 3 1 4 4 4 26 4
1147 2 1 1 3 5 1 1 4 4 3 2 2 2 3 2 1 2 3 2 5 1 0 2 1 8 1 1 13 1
1148 5 4 2 1 4 5 3 1 2 5 4 1 2 2 5 3 3 2 7 5 1 3 1 4 3 3 12 6
1149 4 1 1 4 4 5 1 3 2 2 3 2 3 3 2 4 5 3 2 3 3 1 2 1 4 4 23 2
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1150 1 1 1 3 1 3 1 1 1 2 6 3 2 3 2 3 1 0 3 4 4 1 2 18 6
1151 2 7 2 2 3 2 4 4 1 2 3 3 2 2 6 2 4 3 2 5 3 1 3 2 5 3 3 26 6
1152 1 1 1 4 2 2 2 3 2 2 4 2 3 2 6 1 3 23 3 4 2 1 2 1 8 3 4 9 3
1153 2 6 2 4 1 3 1 4 5 2 5 5 3 3 2 3 3 3 2 5 3 1 2 1 8 5 5 18 3
1154 3 3 3 3 1 5 4 2 4 1 2 4 5 3 7 3 3 2 2 5 3 1 2 4 4 2 5 25 1
1155 2 1 1 3 4 5 1 1 1 3 4 2 1 2 6 1 3 3 2 3 1 0 2 1 3 4 5 11 2
1156 1 7 3 5 4 3 1 2 1 1 2 2 1 2 6 2 3 3 2 3 2 1 1 1 8 1 4 3 1
1157 7 7 1 3 2 2 3 4 1 2 6 2 2 3 2 4 2 0 2 1 5 3 5 18 2
1158 2 1 1 4 2 2 4 2 2 4 4 3 3 6 3 3 2 2 5 3 1 2 1 8 3 4 26 5
1159 2 3 1 2 4 3 5 3 4 4 2 3 2 6 3 6 4 2 3 3 1 2 1 8 4 4 26 5
1160 2 2 1 4 4 3 3 6 2 6 4 1 2 2 4 5 5 12 3
1161 1 3 2 3 5 3 5 5 4 3 5 5 3 234 3 7 7 1 3 1 5 3 3 23 6
1162 2 7 3 3 3 3 1 1 1 5 2 2 6 3 3 23 2 4 3 0 2 1 8 3 3 23 3
1163 2 1 3 2 4 4 3 2 1 1 4 1 3 6 3 4 234 2 4 3 0 2 1 8 3 4 23 3
1164 2 1 3 3 3 2 3 2 4 3 1 2 6 1 2 23 2 3 1 0 2 1 3 5 2 26 4
1165 2 1 1 3 5 1 3 4 3 3 4 6 5 6 234 2 5 4 0 1 1 4 4 4 26 6
1166 1 1 3 4 3 1 3 3 1 2 1 1 4 3 2 4 1 0 2 1 8 3 3 20 2
1167 2 7 1 1 5 1 5 1 1 5 3 2 2 6 2 2 3 2 4 2 1 2 1 8 4 4 26 6
1168 2 4 1 3 1 2 4 5 3 4 1 3 2 2 6 3 3 4 3 5 6 0 2 1 8 4 4 1 5
1169 2 1 2 4 1 1 4 4 1 2 2 4 3 23 1 5 5 1 2 1 8 4 4 26 6
1170 2 7 1 1 1 2 1 1 1 2 1 3 34 1 4 1 1 1 1 8 4 5 26 6
1171 2 1 1 4 3 3 3 4 3 3 4 4 3 3 2 1 6 23 2 4 1 0 1 2 8 3 4 23 6
1172 2 1 1 4 4 2 2 4 3 3 5 5 3 3 2 1 6 23 2 3 1 1 1 2 8 4 4 23 6
1173 2 7 2 2 1 3 4 5 4 3 4 4 1 2 6 4 3 23 2 5 7 1 2 1 8 4 4 14 2
1174 2 2 2 3 1 2 4 5 2 1 2 1 3 2 2 1 3 3 2 3 1 0 2 1 8 2 3 18 4
1175 2 5 3 4 2 3 1 5 2 4 2 3 4 3 2 2 4 34 3 5 3 1 2 1 8 2 2 11 3
1176 2 1 1 5 4 4 2 3 5 2 2 1 2 1 3 2 5 3 1 2 1 4 4 4 26 6
1177 2 1 1 4 1 2 2 2 2 1 2 1 1 1 2 2 3 1 1 1 1 4 4 4 2 6
1178 1 1 1 1 2 6 4 3 4 3 3 5 3 1 1 1 8 4 4 12 2
1179 2 1 2 3 4 3 4 5 4 3 2 6 6 3 2 2 6 5 0 3 4 10 4 4 12 3
1180 2 4 3 5 3 4 5 3 2 3 3 3 6 1 4 3 2 5 3 0 1 1 8 5 4 20 2
1181 1 1 2 5 3 1 2 5 5 3 2 1 1 6 3 2 4 1 0 2 1 8 6 3 23 2
1182 1 5 3 3 1 1 5 5 1 4 6 4 6 1 1 5 1 1 3 4 7 2 3 26 6
1183 2 7 1 4 2 2 4 2 3 4 2 1 6 4 4 3 2 7 4 1 2 2 8 3 5 19 3
1184 2 2 1 5 3 4 2 3 5 5 6 3 4 3 2 7 3 0 2 1 9 2 2 19 3
1185 2 1 1 3 3 2 5 1 2 2 2 5 2 4 2 5 3 1 2 1 7 2 2 8 2
1186 2 1 1 2 2 3 4 3 3 3 2 1 3 2 2 5 2 0 2 1 4 26 6
1187 1 1 2 3 3 3 3 5 3 3 6 5 4 3 2 6 4 1 3 1 4 4 4 18 6
1188 2 7 1 2 3 4 1 3 2 3 2 2 4 4 234 2 5 1 1 1 5 4 4 15 7
1189 1 1 3 3 3 2 3 2 1 4 4 34 2 7 3 0 2 1 7 3 3 12 3
1190 1 2 3 2 3 5 1 2 1 2 2 6 1 4 3 2 2 1 1 1 2 8 4 4 2 3
1191 2 1 2 3 4 2 3 3 1 2 6 1 6 3 2 2 1 0 1 2 9 3 3 13 1
1192 3 2 2 3 4 3 2 2 4 3 4 2 5 3 2 4 3 0 3 3 5 2 3 18 1
1193 2 7 1 4 3 1 2 5 5 1 4 4 3 2 2 3 6 23 3 7 3 1 3 2 8 2 3 9 3
1194 5 1 1 5 3 2 2 2 3 4 3 3 3 3 6 3 2 2 1 0 1 1 8 3 3 5 5
1195 1 2 4 1 1 5 4 1 1 2 8 3 3 2 6 4 0 1 1 8 4 4 12 3
1196 2 7 2 1 1 1 5 5 3 2 6 4 6 23 2 5 1 2 1 6 3 4 26 6
1197 2 7 2 3 2 1 5 3 2 4 4 2 2 6 4 6 34 2 5 3 1 2 1 6 4 4 26 6
1198 2 7 1 2 2 2 2 2 2 4 3 1 2 6 5 6 34 2 6 1 1 2 1 6 3 3 26 6
1199 4 1 1 3 5 1 2 2 2 2 4 2 3 2 7 3 0 2 1 8 3 3 26 6
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1200 2 1 1 4 5 5 3 5 3 3 1 2 2 6 1 6 3 2 2 1 0 2 1 7 4 4 18 6
1201 2 1 2 2 4 2 2 2 2 2 2 3 2 2 2 4 23 2 5 2 0 2 1 8 4 3 26 6
1202 2 1 2 2 3 5 2 5 4 4 1 2 2 2 3 1 3 7 4 0 2 1 7 3 3 23 1
1203 1 1 1 3 3 1 1 3 2 3 3 6 3 4 3 2 7 5 1 1 1 1 2 3 9 6
1204 2 7 2 1 1 3 3 1 4 4 1 2 6 1 3 2 3 1 1 1 1 1 3 4 5 5
1205 12 1 2 3 2 2 3 2 3 4 4 4 3 4 3 2 5 4 3 2 7 5 0 1 1 8 4 4 26 6
1206 12 1 1 3 5 5 2 3 3 1 4 3 3 3 3 6 4 3 3 3 5 3 1 2 1 7 2 3 18 1
1207 7 7 1 1 1 1 1 1 1 1 1 1 1 1 7 1 1 3 1 8 1 1 1 4 3 6 6 17 7
1208 2 1 2 4 3 3 2 2 1 5 3 5 3 4 4 2 5 4 3 3 6 5 0 2 1 8 4 4 14 2
1209 2 12 1 4 5 1 4 4 5 4 5 3 4 3 6 5 8 6 2 2 6 4 0 2 1 1 4 5 26 6
1210 1 1 1 3 3 2 1 2 2 1 2 2 2 3 6 1 2 3 2 3 1 0 2 1 8 2 2 17 2
1211 2 7 1 3 3 3 3 3 3 1 2 3 2 2 2 26 2 1 3 2 5 3 2 1 8 1 4 12 4
1212 2 1 1 4 1 1 1 1 4 2 1 1 1 2 2 236 3 4 23 2 5 4 1 1 1 9 5 5 23 3
1213 2 3 2 3 4 5 4 4 5 2 1 4 3 2 2 23 2 2 2 5 3 0 2 1 6 3 3 17 2
1214 2 2 2 3 5 1 1 2 3 4 3 2 12 3 6 3 2 5 3 1 3 2 5 4 4 9 6
1215 2 2 3 2 3 2 1 3 2 2 2 3 4 6 3 6 4 23 2 2 4 0 1 2 6 5 5 3 4
1216 2 7 1 3 4 2 2 2 3 2 1 4 4 3 2 2 1 3 3 2 4 1 0 2 1 8 4 4 26 6
1217 1 2 2 3 4 1 3 2 3 3 3 3 3 6 3 2 5 4 3 2 5 5 0 2 2 4 5 5 26 6
1218 1 1 1 3 2 2 2 2 2 4 3 4 3 2 2 3 1 2 23 3 5 3 1 1 1 11 3 4 26 3
1219 1 7 1 3 3 3 3 3 3 1 1 3 4 5 2 2 5 6 234 2 5 5 1 2 2 7 5 5 8 7
1220 1 4 1 1 3 5 3 2 4 1 1 5 5 1 3 1 4 3 3 1 7 1 1 2 1 8 3 2 32 1
1221 12 2 1 3 4 4 4 4 5 1 2 3 3 3 2 2 1 4 3 2 3 3 0 2 1 8 4 4 29 5
1222 2 2 1 5 5 1 2 2 3 1 3 4 4 3 2 4 3 3 3 3 5 3 1 2 1 1 4 4 29 3
1223 2 1 1 2 5 1 2 3 3 1 1 4 4 2 1 4 1 3 3 2 3 1 1 1 1 4 4 6 1 5
1224 2 7 1 4 4 1 1 1 5 4 1 5 4 1 1 16 3 5 3 2 1 1 2 1 4 4 5 3
1225 1 7 1 1 1 1 1 1 2 1 1 1 1 1 1 6 1 2 134 2 3 5 1 2 1 7 4 4 1 4
1226 4 1 3 3 2 2 2 2 1 4 3 1 2 3 2 14 1 4 3 3 3 1 0 2 1 8 3 3 13 2
1227 2 1 2 5 1 3 4 4 5 4 1 4 3 2 2 6 3 3 3 2 5 3 1 2 2 3 5 5 1 2
1228 2 2 2 1 1 1 1 1 1 5 1 4 2 2 1 2 1 3 23 5 1 1 2 1 4 3 4 13 4
1229 3 1 2 4 2 4 3 2 3 4 4 3 3 5 5 3 6 5 3 1 3 3 2 3 4 2 2 18 5
1230 12 15 3 5 1 4 3 2 1 4 3 4 5 5 2 6 2 5 3 3 5 5 0 3 2 4 4 1 19 5
1231 1 1 1 2 4 3 3 4 3 5 1 4 3 1 2 1 1 3 23 2 3 1 1 2 1 4 9 1
1232 2 1 1 4 2 4 2 2 1 5 4 3 3 5 4 6 1 3 234 3 5 3 1 2 1 7 26 6
1233 1 1 1 5 5 1 1 2 5 5 4 3 3 4 3 6 2 3 3 3 5 2 1 2 1 8 26 6
1234 2 12 1 3 4 4 4 4 3 3 3 5 5 6 2 24 4 4 4 2 5 5 0 2 1 8 3 2 9 2
1235 2 2 2 5 1 2 3 4 1 1 1 3 4 1 1 236 1 4 4 2 3 3 1 1 2 1 5 6 11 2
1236 1 3 1 3 4 1 1 2 5 2 2 3 3 4 2 123 4 4 23 2 7 5 1 2 2 8 4 4 26 6
1237 1 1 1 4 1 1 4 1 1 1 1 2 356 4 1 3 3 3 1 1 4 4 8 4 4 7 6
1238 2 1 1 5 3 3 4 3 3 3 1 3 3 3 2 6 4 23 2 2 3 0 2 1 8 4 4 23 3
1239 25 14 1 1 3 4 1 4 3 2 2 3 2 2 3 26 6 3 2 2 5 3 0 2 1 8 5 4 13 5
1240 12 1 2 3 3 1 1 3 4 2 1 4 4 3 3 2 3 3 3 2 5 3 1 1 2 2 6 6 22 7
1241 2 6 3 3 4 2 1 2 1 2 3 3 3 2 5 6 2 2 3 2 3 3 1 4 5 2
1242 7 1 1 1 1 1 1 1 1 1 1 1 3 23 1 5 1 1 1 2 6 6
1243 24 7 1 2 3 1 3 3 3 1 1 1 1 2 1 456 3 3 4 2 8 5 1 1 1 4 4 4 1 5
1244 2 1 1 4 4 3 3 3 3 3 3 2 2346 1 3 3 2 5 3 1 2 2 8 4 4 8 2
1245 2 1 1 1 3 3 5 3 2 23 3 6 3 2 5 3 1 2 1 4 3 4 26 6
1246 2 2 3 5 2 2 4 3 2 3 4 3 3 2 3 3 1 2 1 2 4 4 32 5
1247 2 7 1 2 1 4 4 1 1 6 1 3 2 3 5 1 3 4 1 1 2 1 2
1248 2 1 3 4 3 1 3 4 3 1 4 3 2 4 5 0 3 2 1 3 2 17 2
1249 2 1 1 3 2 1 1 2 2 1 1 1 2 2 6 4 23 2 4 1 1 1 1 9 4 4 3 2
Appendix 7: Self-completion Questionnaire Data Set
1250 1 7 1 3 2 3 4 4 5 2 2 2 3 2 2 6 2 2 4 2 1 2 1 4 4 4 26 3
1251 2 1 2 3 2 2 2 2 2 1 1 4 3 4 2 4 3 2 5 3 0 2 1 8 4 4 25 1
1252 1 1 1 4 4 5 4 4 4 3 1 3 2 3 2 24 1 4 3 2 1 2 2 8 4 4 1 1
1253 1 4 1 2 5 1 5 3 4 5 1 2 1 4 3 3 2 5 5 0 2 2 8 3 3 15 4
1254 2 1 2 5 4 4 3 2 3 5 5 3 3 6 1 3 23 2 5 1 1 2 1 5 3 3 18 2
1255 2 1 3 5 4 3 2 1 5 2 3 3 3 4 2 4 4 23 2 4 1 0 3 1 7 2 2 18 7
1256 4 7 2 1 1 3 3 1 2 1 5 34 2 2 1 1 1 2 8 3 3 1 2
1257 1 16 1 5 5 1 5 5 5 4 2 4 5 2 5 2 4 4 23 2 5 4 1 3 1 7 3 4 1 3
1258 25 1 3 4 1 1 1 1 1 1 1 2 1 1 2 126 1 1 3 2 4 1 0 1 1 8 2 3 23 3
1259 2 17 2 4 5 1 1 1 4 5 1 2 2 2 2 3 2 5 1 1 1 2 1 5 5 26 2
1260 2 1 1 4 2 1 3 2 4 2 1 6 6 3 2 34 2 5 3 0 1 2 8 5 6 12 7
  
Warning # 849 in column 23.  Text: no_NO 
The LOCALE subcommand of the SET command has an invalid parameter.  It could 
not be mapped to a valid backend locale. 
GET 
  FILE='C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav'. 
DATASET NAME DataSet1 WINDOW=FRONT. 
SORT CASES BY ID (A). 
CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu Origin BY q11 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW COLUMN 
  /COUNT ROUND CELL. 
 
 
 
Crosstabs 
 
 
 
Notes 
Output Created 10-May-2011 11:14:05 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each table are based on all the 
cases with valid data in the specified range(s) 
for all variables in each table. 
Syntax CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu 
Origin BY q11 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW 
COLUMN 
  /COUNT ROUND CELL. 
 
Resources Processor Time 00:00:00.062 
Elapsed Time 00:00:00.062 
Dimensions Requested 2 
Cells Available 174762 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
Gender * Main motivation for 
consuming alcohol 
1218 96.7% 42 3.3% 1260 100.0% 
Age * Main motivation for 
consuming alcohol 
1223 97.1% 37 2.9% 1260 100.0% 
Mom * Main motivation for 
consuming alcohol 
1217 96.6% 43 3.4% 1260 100.0% 
Dad * Main motivation for 
consuming alcohol 
1215 96.4% 45 3.6% 1260 100.0% 
Popu. * Main motivation for 
consuming alcohol 
1216 96.5% 44 3.5% 1260 100.0% 
Economical Development Plans * 
Main motivation for consuming 
alcohol 
1195 94.8% 65 5.2% 1260 100.0% 
 
 
Gender * Main motivation for consuming alcohol 
 
 
 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Gender Male Count 157 348 12 24 21 9 12 583 
Expected Count 169.0 342.7 8.6 17.2 19.1 12.9 13.4 583.0 
% within Gender 26.9% 59.7% 2.1% 4.1% 3.6% 1.5% 2.1% 100.0% 
% within Main motivation for 
consuming alcohol 
44.5% 48.6% 66.7% 66.7% 52.5% 33.3% 42.9% 47.9% 
Female Count 196 368 6 12 19 18 16 635 
Expected Count 184.0 373.3 9.4 18.8 20.9 14.1 14.6 635.0 
% within Gender 30.9% 58.0% .9% 1.9% 3.0% 2.8% 2.5% 100.0% 
% within Main motivation for 
consuming alcohol 
55.5% 51.4% 33.3% 33.3% 47.5% 66.7% 57.1% 52.1% 
Total Count 353 716 18 36 40 27 28 1218 
Expected Count 353.0 716.0 18.0 36.0 40.0 27.0 28.0 1218.0 
% within Gender 29.0% 58.8% 1.5% 3.0% 3.3% 2.2% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 12.341
a
 6 .055 
Likelihood Ratio 12.504 6 .052 
Linear-by-Linear Association .276 1 .599 
N of Valid Cases 1218   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
8,62. 
 
 
Age * Main motivation for consuming alcohol 
 
 
 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Age 18-20 Count 120 223 4 17 17 10 14 405 
Expected Count 116.9 238.1 6.6 11.9 13.2 8.9 9.3 405.0 
% within Age 29.6% 55.1% 1.0% 4.2% 4.2% 2.5% 3.5% 100.0% 
% within Main motivation for 
consuming alcohol 
34.0% 31.0% 20.0% 47.2% 42.5% 37.0% 50.0% 33.1% 
21-24 Count 198 425 15 17 18 17 10 700 
Expected Count 202.0 411.5 11.4 20.6 22.9 15.5 16.0 700.0 
% within Age 28.3% 60.7% 2.1% 2.4% 2.6% 2.4% 1.4% 100.0% 
% within Main motivation for 
consuming alcohol 
56.1% 59.1% 75.0% 47.2% 45.0% 63.0% 35.7% 57.2% 
25+ Count 35 71 1 2 5 0 4 118 
Expected Count 34.1 69.4 1.9 3.5 3.9 2.6 2.7 118.0 
% within Age 29.7% 60.2% .8% 1.7% 4.2% .0% 3.4% 100.0% 
% within Main motivation for 
consuming alcohol 
9.9% 9.9% 5.0% 5.6% 12.5% .0% 14.3% 9.6% 
Total Count 353 719 20 36 40 27 28 1223 
Expected Count 353.0 719.0 20.0 36.0 40.0 27.0 28.0 1223.0 
% within Age 28.9% 58.8% 1.6% 2.9% 3.3% 2.2% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 18.268
a
 12 .108 
Likelihood Ratio 20.858 12 .052 
Linear-by-Linear Association 3.206 1 .073 
N of Valid Cases 1223   
a. 5 cells (23,8%) have expected count less than 5. The minimum expected count is 
1,93. 
 
 
Mom * Main motivation for consuming alcohol 
 
 
 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Mom None & Primary Count 36 66 6 4 10 1 1 124 
Expected Count 35.7 73.0 2.0 3.7 4.1 2.8 2.9 124.0 
% within Mom 29.0% 53.2% 4.8% 3.2% 8.1% .8% .8% 100.0% 
% within Main motivation for 
consuming alcohol 
10.3% 9.2% 30.0% 11.1% 25.0% 3.7% 3.6% 10.2% 
Secondary Count 119 256 7 11 11 11 9 424 
Expected Count 121.9 249.5 7.0 12.5 13.9 9.4 9.8 424.0 
% within Mom 28.1% 60.4% 1.7% 2.6% 2.6% 2.6% 2.1% 100.0% 
% within Main motivation for 
consuming alcohol 
34.0% 35.8% 35.0% 30.6% 27.5% 40.7% 32.1% 34.8% 
Undergraduate Count 143 308 6 16 12 11 11 507 
Expected Count 145.8 298.3 8.3 15.0 16.7 11.2 11.7 507.0 
% within Mom 28.2% 60.7% 1.2% 3.2% 2.4% 2.2% 2.2% 100.0% 
% within Main motivation for 
consuming alcohol 
40.9% 43.0% 30.0% 44.4% 30.0% 40.7% 39.3% 41.7% 
Postgraduate & PhD Count 52 86 1 5 7 4 7 162 
Expected Count 46.6 95.3 2.7 4.8 5.3 3.6 3.7 162.0 
% within Mom 32.1% 53.1% .6% 3.1% 4.3% 2.5% 4.3% 100.0% 
% within Main motivation for 
consuming alcohol 
14.9% 12.0% 5.0% 13.9% 17.5% 14.8% 25.0% 13.3% 
Total Count 350 716 20 36 40 27 28 1217 
Expected Count 350.0 716.0 20.0 36.0 40.0 27.0 28.0 1217.0 
% within Mom 28.8% 58.8% 1.6% 3.0% 3.3% 2.2% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 29.179
a
 18 .046 
Likelihood Ratio 24.735 18 .132 
Linear-by-Linear Association .086 1 .769 
N of Valid Cases 1217   
a. 9 cells (32,1%) have expected count less than 5. The minimum expected count is 
2,04. 
 
 
Dad * Main motivation for consuming alcohol 
 
 
 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Dad None & Primary Count 24 48 4 2 5 0 1 84 
Expected Count 24.2 49.4 1.4 2.5 2.8 1.9 1.9 84.0 
% within Dad 28.6% 57.1% 4.8% 2.4% 6.0% .0% 1.2% 100.0% 
% within Main motivation for 
consuming alcohol 
6.9% 6.7% 20.0% 5.6% 12.5% .0% 3.6% 6.9% 
Secondary Count 102 220 7 12 16 8 6 371 
Expected Count 106.9 218.0 6.1 11.0 12.2 8.2 8.5 371.0 
% within Dad 27.5% 59.3% 1.9% 3.2% 4.3% 2.2% 1.6% 100.0% 
% within Main motivation for 
consuming alcohol 
29.1% 30.8% 35.0% 33.3% 40.0% 29.6% 21.4% 30.5% 
Undergraduate Count 151 309 7 10 12 13 11 513 
Expected Count 147.8 301.5 8.4 15.2 16.9 11.4 11.8 513.0 
% within Dad 29.4% 60.2% 1.4% 1.9% 2.3% 2.5% 2.1% 100.0% 
% within Main motivation for 
consuming alcohol 
43.1% 43.3% 35.0% 27.8% 30.0% 48.1% 39.3% 42.2% 
Postgraduate & PhD Count 73 137 2 12 7 6 10 247 
Expected Count 71.2 145.2 4.1 7.3 8.1 5.5 5.7 247.0 
% within Dad 29.6% 55.5% .8% 4.9% 2.8% 2.4% 4.0% 100.0% 
% within Main motivation for 
consuming alcohol 
20.9% 19.2% 10.0% 33.3% 17.5% 22.2% 35.7% 20.3% 
Total Count 350 714 20 36 40 27 28 1215 
Expected Count 350.0 714.0 20.0 36.0 40.0 27.0 28.0 1215.0 
% within Dad 28.8% 58.8% 1.6% 3.0% 3.3% 2.2% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 23.615
a
 18 .168 
Likelihood Ratio 23.099 18 .187 
Linear-by-Linear Association .518 1 .472 
N of Valid Cases 1215   
a. 6 cells (21,4%) have expected count less than 5. The minimum expected count is 
1,38. 
 
 
Popu. * Main motivation for consuming alcohol 
 
  
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Popu. Less than 200.000 Count 30 59 5 4 4 1 0 103 
Expected Count 29.3 61.0 1.7 3.0 3.4 2.3 2.3 103.0 
% within Popu. 29.1% 57.3% 4.9% 3.9% 3.9% 1.0% .0% 100.0% 
% within Main motivation for 
consuming alcohol 
8.7% 8.2% 25.0% 11.1% 10.0% 3.7% .0% 8.5% 
200.000-500.000 Count 43 105 2 6 6 3 3 168 
Expected Count 47.8 99.5 2.8 5.0 5.5 3.7 3.7 168.0 
% within Popu. 25.6% 62.5% 1.2% 3.6% 3.6% 1.8% 1.8% 100.0% 
% within Main motivation for 
consuming alcohol 
12.4% 14.6% 10.0% 16.7% 15.0% 11.1% 11.1% 13.8% 
500.000-1.000.000 Count 68 107 0 3 8 4 2 192 
Expected Count 54.6 113.7 3.2 5.7 6.3 4.3 4.3 192.0 
% within Popu. 35.4% 55.7% .0% 1.6% 4.2% 2.1% 1.0% 100.0% 
% within Main motivation for 
consuming alcohol 
19.7% 14.9% .0% 8.3% 20.0% 14.8% 7.4% 15.8% 
1.000.000-4.000.000 Count 44 123 4 2 7 2 2 184 
Expected Count 52.4 108.9 3.0 5.4 6.1 4.1 4.1 184.0 
% within Popu. 23.9% 66.8% 2.2% 1.1% 3.8% 1.1% 1.1% 100.0% 
% within Main motivation for 
consuming alcohol 
12.7% 17.1% 20.0% 5.6% 17.5% 7.4% 7.4% 15.1% 
4.000.000+ Count 148 291 6 18 12 13 18 506 
Expected Count 144.0 299.6 8.3 15.0 16.6 11.2 11.2 506.0 
% within Popu. 29.2% 57.5% 1.2% 3.6% 2.4% 2.6% 3.6% 100.0% 
% within Main motivation for 
consuming alcohol 
42.8% 40.4% 30.0% 50.0% 30.0% 48.1% 66.7% 41.6% 
Don't know Count 13 35 3 3 3 4 2 63 
Expected Count 17.9 37.3 1.0 1.9 2.1 1.4 1.4 63.0 
% within Popu. 20.6% 55.6% 4.8% 4.8% 4.8% 6.3% 3.2% 100.0% 
% within Main motivation for 
consuming alcohol 
3.8% 4.9% 15.0% 8.3% 7.5% 14.8% 7.4% 5.2% 
Total Count 346 720 20 36 40 27 27 1216 
Expected Count 346.0 720.0 20.0 36.0 40.0 27.0 27.0 1216.0 
% within Popu. 28.5% 59.2% 1.6% 3.0% 3.3% 2.2% 2.2% 100.0% 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Popu. Less than 200.000 Count 30 59 5 4 4 1 0 103 
Expected Count 29.3 61.0 1.7 3.0 3.4 2.3 2.3 103.0 
% within Popu. 29.1% 57.3% 4.9% 3.9% 3.9% 1.0% .0% 100.0% 
% within Main motivation for 
consuming alcohol 
8.7% 8.2% 25.0% 11.1% 10.0% 3.7% .0% 8.5% 
200.000-500.000 Count 43 105 2 6 6 3 3 168 
Expected Count 47.8 99.5 2.8 5.0 5.5 3.7 3.7 168.0 
% within Popu. 25.6% 62.5% 1.2% 3.6% 3.6% 1.8% 1.8% 100.0% 
% within Main motivation for 
consuming alcohol 
12.4% 14.6% 10.0% 16.7% 15.0% 11.1% 11.1% 13.8% 
500.000-1.000.000 Count 68 107 0 3 8 4 2 192 
Expected Count 54.6 113.7 3.2 5.7 6.3 4.3 4.3 192.0 
% within Popu. 35.4% 55.7% .0% 1.6% 4.2% 2.1% 1.0% 100.0% 
% within Main motivation for 
consuming alcohol 
19.7% 14.9% .0% 8.3% 20.0% 14.8% 7.4% 15.8% 
1.000.000-4.000.000 Count 44 123 4 2 7 2 2 184 
Expected Count 52.4 108.9 3.0 5.4 6.1 4.1 4.1 184.0 
% within Popu. 23.9% 66.8% 2.2% 1.1% 3.8% 1.1% 1.1% 100.0% 
% within Main motivation for 
consuming alcohol 
12.7% 17.1% 20.0% 5.6% 17.5% 7.4% 7.4% 15.1% 
4.000.000+ Count 148 291 6 18 12 13 18 506 
Expected Count 144.0 299.6 8.3 15.0 16.6 11.2 11.2 506.0 
% within Popu. 29.2% 57.5% 1.2% 3.6% 2.4% 2.6% 3.6% 100.0% 
% within Main motivation for 
consuming alcohol 
42.8% 40.4% 30.0% 50.0% 30.0% 48.1% 66.7% 41.6% 
Don't know Count 13 35 3 3 3 4 2 63 
Expected Count 17.9 37.3 1.0 1.9 2.1 1.4 1.4 63.0 
% within Popu. 20.6% 55.6% 4.8% 4.8% 4.8% 6.3% 3.2% 100.0% 
% within Main motivation for 
consuming alcohol 
3.8% 4.9% 15.0% 8.3% 7.5% 14.8% 7.4% 5.2% 
Total Count 346 720 20 36 40 27 27 1216 
Expected Count 346.0 720.0 20.0 36.0 40.0 27.0 27.0 1216.0 
% within Popu. 28.5% 59.2% 1.6% 3.0% 3.3% 2.2% 2.2% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 47.846
a
 30 .021 
Likelihood Ratio 49.302 30 .015 
Linear-by-Linear Association 5.074 1 .024 
N of Valid Cases 1216   
a. 20 cells (47,6%) have expected count less than 5. The minimum expected count is 
1,04. 
 
 
Economical Development Plans * Main motivation for consuming alcohol 
 
 
 
Crosstab 
 
Main motivation for consuming alcohol 
Total Taste Social Intoxication Thirst Status Other Never 
Economical Development Plans East Coast Count 222 407 11 19 20 16 22 717 
Expected Count 205.2 425.4 11.4 19.8 23.4 15.6 16.2 717.0 
% within Economical 
Development Plans 
31.0% 56.8% 1.5% 2.6% 2.8% 2.2% 3.1% 100.0% 
% within Main motivation for 
consuming alcohol 
64.9% 57.4% 57.9% 57.6% 51.3% 61.5% 81.5% 60.0% 
Central China Count 69 149 3 7 12 1 1 242 
Expected Count 69.3 143.6 3.8 6.7 7.9 5.3 5.5 242.0 
% within Economical 
Development Plans 
28.5% 61.6% 1.2% 2.9% 5.0% .4% .4% 100.0% 
% within Main motivation for 
consuming alcohol 
20.2% 21.0% 15.8% 21.2% 30.8% 3.8% 3.7% 20.3% 
Northeast China Count 22 68 1 5 3 4 1 104 
Expected Count 29.8 61.7 1.7 2.9 3.4 2.3 2.3 104.0 
% within Economical 
Development Plans 
21.2% 65.4% 1.0% 4.8% 2.9% 3.8% 1.0% 100.0% 
% within Main motivation for 
consuming alcohol 
6.4% 9.6% 5.3% 15.2% 7.7% 15.4% 3.7% 8.7% 
West China Count 29 85 4 2 4 5 3 132 
Expected Count 37.8 78.3 2.1 3.6 4.3 2.9 3.0 132.0 
% within Economical 
Development Plans 
22.0% 64.4% 3.0% 1.5% 3.0% 3.8% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
8.5% 12.0% 21.1% 6.1% 10.3% 19.2% 11.1% 11.0% 
Total Count 342 709 19 33 39 26 27 1195 
Expected Count 342.0 709.0 19.0 33.0 39.0 26.0 27.0 1195.0 
% within Economical 
Development Plans 
28.6% 59.3% 1.6% 2.8% 3.3% 2.2% 2.3% 100.0% 
% within Main motivation for 
consuming alcohol 
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 27.774
a
 18 .066 
Likelihood Ratio 30.483 18 .033 
Linear-by-Linear Association .752 1 .386 
N of Valid Cases 1195   
a. 11 cells (39,3%) have expected count less than 5. The minimum expected count is 
1,65. 
 
 
CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu Origin BY q12 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW COLUMN 
  /COUNT ROUND CELL. 
 
 
 
Crosstabs 
 
 
 
Notes 
Output Created 10-May-2011 11:15:51 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each table are based on all the 
cases with valid data in the specified range(s) 
for all variables in each table. 
Syntax CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu 
Origin BY q12 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW 
COLUMN 
  /COUNT ROUND CELL. 
 
Resources Processor Time 00:00:00.062 
Elapsed Time 00:00:00.064 
Dimensions Requested 2 
Cells Available 174762 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
Gender * q12 1212 96.2% 48 3.8% 1260 100.0% 
Age * q12 1218 96.7% 42 3.3% 1260 100.0% 
Mom * q12 1213 96.3% 47 3.7% 1260 100.0% 
Dad * q12 1211 96.1% 49 3.9% 1260 100.0% 
Popu. * q12 1211 96.1% 49 3.9% 1260 100.0% 
Economical Development Plans * 
q12 
1190 94.4% 70 5.6% 1260 100.0% 
 
 
Gender * q12 
  
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Gender Male Count 339 72 11 27 16 7 105 577 
Expected Count 276.6 81.4 17.6 15.7 16.7 8.6 160.4 577.0 
% within Gender 58.8% 12.5% 1.9% 4.7% 2.8% 1.2% 18.2% 100.0% 
% within q12 58.3% 42.1% 29.7% 81.8% 45.7% 38.9% 31.2% 47.6% 
Female Count 242 99 26 6 19 11 232 635 
Expected Count 304.4 89.6 19.4 17.3 18.3 9.4 176.6 635.0 
% within Gender 38.1% 15.6% 4.1% .9% 3.0% 1.7% 36.5% 100.0% 
% within q12 41.7% 57.9% 70.3% 18.2% 54.3% 61.1% 68.8% 52.4% 
Total Count 581 171 37 33 35 18 337 1212 
Expected Count 581.0 171.0 37.0 33.0 35.0 18.0 337.0 1212.0 
% within Gender 47.9% 14.1% 3.1% 2.7% 2.9% 1.5% 27.8% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 86.331
a
 6 .000 
Likelihood Ratio 88.706 6 .000 
Linear-by-Linear Association 53.825 1 .000 
N of Valid Cases 1212   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
8,57. 
 
 
Age * q12 
 
 
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Age 18-20 Count 186 56 12 3 14 5 131 407 
Expected Count 195.1 57.1 12.4 11.0 11.7 6.3 113.3 407.0 
% within Age 45.7% 13.8% 2.9% .7% 3.4% 1.2% 32.2% 100.0% 
% within q12 31.8% 32.7% 32.4% 9.1% 40.0% 26.3% 38.6% 33.4% 
21-24 Count 347 93 22 25 19 12 177 695 
Expected Count 333.2 97.6 21.1 18.8 20.0 10.8 193.4 695.0 
% within Age 49.9% 13.4% 3.2% 3.6% 2.7% 1.7% 25.5% 100.0% 
% within q12 59.4% 54.4% 59.5% 75.8% 54.3% 63.2% 52.2% 57.1% 
25+ Count 51 22 3 5 2 2 31 116 
Expected Count 55.6 16.3 3.5 3.1 3.3 1.8 32.3 116.0 
% within Age 44.0% 19.0% 2.6% 4.3% 1.7% 1.7% 26.7% 100.0% 
% within q12 8.7% 12.9% 8.1% 15.2% 5.7% 10.5% 9.1% 9.5% 
Total Count 584 171 37 33 35 19 339 1218 
Expected Count 584.0 171.0 37.0 33.0 35.0 19.0 339.0 1218.0 
% within Age 47.9% 14.0% 3.0% 2.7% 2.9% 1.6% 27.8% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 18.397
a
 12 .104 
Likelihood Ratio 20.244 12 .063 
Linear-by-Linear Association 2.335 1 .127 
N of Valid Cases 1218   
a. 4 cells (19,0%) have expected count less than 5. The minimum expected count is 
1,81. 
 
 
Mom * q12 
 
 
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Mom None & Primary Count 69 16 5 5 4 1 25 125 
Expected Count 59.8 17.5 3.8 3.4 3.6 2.0 34.9 125.0 
% within Mom 55.2% 12.8% 4.0% 4.0% 3.2% .8% 20.0% 100.0% 
% within q12 11.9% 9.4% 13.5% 15.2% 11.4% 5.3% 7.4% 10.3% 
Secondary Count 228 45 7 12 10 4 112 418 
Expected Count 199.9 58.6 12.8 11.4 12.1 6.5 116.8 418.0 
% within Mom 54.5% 10.8% 1.7% 2.9% 2.4% 1.0% 26.8% 100.0% 
% within q12 39.3% 26.5% 18.9% 36.4% 28.6% 21.1% 33.0% 34.5% 
Undergraduate Count 225 81 19 7 14 9 156 511 
Expected Count 244.3 71.6 15.6 13.9 14.7 8.0 142.8 511.0 
% within Mom 44.0% 15.9% 3.7% 1.4% 2.7% 1.8% 30.5% 100.0% 
% within q12 38.8% 47.6% 51.4% 21.2% 40.0% 47.4% 46.0% 42.1% 
Postgraduate & PhD Count 58 28 6 9 7 5 46 159 
Expected Count 76.0 22.3 4.8 4.3 4.6 2.5 44.4 159.0 
% within Mom 36.5% 17.6% 3.8% 5.7% 4.4% 3.1% 28.9% 100.0% 
% within q12 10.0% 16.5% 16.2% 27.3% 20.0% 26.3% 13.6% 13.1% 
Total Count 580 170 37 33 35 19 339 1213 
Expected Count 580.0 170.0 37.0 33.0 35.0 19.0 339.0 1213.0 
% within Mom 47.8% 14.0% 3.1% 2.7% 2.9% 1.6% 27.9% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 40.524
a
 18 .002 
Likelihood Ratio 40.506 18 .002 
Linear-by-Linear Association 9.911 1 .002 
N of Valid Cases 1213   
a. 8 cells (28,6%) have expected count less than 5. The minimum expected count is 
1,96. 
 
 
Dad * q12 
 
 
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Dad None & Primary Count 50 9 3 4 2 1 17 86 
Expected Count 41.1 12.1 2.6 2.3 2.5 1.3 24.1 86.0 
% within Dad 58.1% 10.5% 3.5% 4.7% 2.3% 1.2% 19.8% 100.0% 
% within q12 8.6% 5.3% 8.1% 12.1% 5.7% 5.6% 5.0% 7.1% 
Secondary Count 200 44 8 10 8 4 91 365 
Expected Count 174.5 51.2 11.2 9.9 10.5 5.4 102.2 365.0 
% within Dad 54.8% 12.1% 2.2% 2.7% 2.2% 1.1% 24.9% 100.0% 
% within q12 34.5% 25.9% 21.6% 30.3% 22.9% 22.2% 26.8% 30.1% 
Undergraduate Count 232 78 14 12 13 8 161 518 
Expected Count 247.7 72.7 15.8 14.1 15.0 7.7 145.0 518.0 
% within Dad 44.8% 15.1% 2.7% 2.3% 2.5% 1.5% 31.1% 100.0% 
% within q12 40.1% 45.9% 37.8% 36.4% 37.1% 44.4% 47.5% 42.8% 
Postgraduate & PhD Count 97 39 12 7 12 5 70 242 
Expected Count 115.7 34.0 7.4 6.6 7.0 3.6 67.7 242.0 
% within Dad 40.1% 16.1% 5.0% 2.9% 5.0% 2.1% 28.9% 100.0% 
% within q12 16.8% 22.9% 32.4% 21.2% 34.3% 27.8% 20.6% 20.0% 
Total Count 579 170 37 33 35 18 339 1211 
Expected Count 579.0 170.0 37.0 33.0 35.0 18.0 339.0 1211.0 
% within Dad 47.8% 14.0% 3.1% 2.7% 2.9% 1.5% 28.0% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 28.813
a
 18 .051 
Likelihood Ratio 27.903 18 .064 
Linear-by-Linear Association 9.654 1 .002 
N of Valid Cases 1211   
a. 5 cells (17,9%) have expected count less than 5. The minimum expected count is 
1,28. 
 
 
Popu. * q12 
 
 
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Popu. Less than 200.000 Count 60 9 2 3 3 3 20 100 
Expected Count 47.9 14.1 3.1 2.7 2.9 1.6 27.7 100.0 
% within Popu. 60.0% 9.0% 2.0% 3.0% 3.0% 3.0% 20.0% 100.0% 
% within q12 10.3% 5.3% 5.4% 9.1% 8.6% 15.8% 6.0% 8.3% 
200.000-500.000 Count 91 17 3 4 2 2 46 165 
Expected Count 79.0 23.3 5.0 4.5 4.8 2.6 45.8 165.0 
% within Popu. 55.2% 10.3% 1.8% 2.4% 1.2% 1.2% 27.9% 100.0% 
% within q12 15.7% 9.9% 8.1% 12.1% 5.7% 10.5% 13.7% 13.6% 
500.000-1.000.000 Count 96 28 7 4 7 4 46 192 
Expected Count 92.0 27.1 5.9 5.2 5.5 3.0 53.3 192.0 
% within Popu. 50.0% 14.6% 3.6% 2.1% 3.6% 2.1% 24.0% 100.0% 
% within q12 16.6% 16.4% 18.9% 12.1% 20.0% 21.1% 13.7% 15.9% 
1.000.000-4.000.000 Count 96 21 2 5 4 2 56 186 
Expected Count 89.1 26.3 5.7 5.1 5.4 2.9 51.6 186.0 
% within Popu. 51.6% 11.3% 1.1% 2.7% 2.2% 1.1% 30.1% 100.0% 
% within q12 16.6% 12.3% 5.4% 15.2% 11.4% 10.5% 16.7% 15.4% 
4.000.000+ Count 208 88 22 15 17 8 149 507 
Expected Count 242.8 71.6 15.5 13.8 14.7 8.0 140.7 507.0 
% within Popu. 41.0% 17.4% 4.3% 3.0% 3.4% 1.6% 29.4% 100.0% 
% within q12 35.9% 51.5% 59.5% 45.5% 48.6% 42.1% 44.3% 41.9% 
Don't know Count 29 8 1 2 2 0 19 61 
Expected Count 29.2 8.6 1.9 1.7 1.8 1.0 16.9 61.0 
% within Popu. 47.5% 13.1% 1.6% 3.3% 3.3% .0% 31.1% 100.0% 
% within q12 5.0% 4.7% 2.7% 6.1% 5.7% .0% 5.7% 5.0% 
Total Count 580 171 37 33 35 19 336 1211 
Expected Count 580.0 171.0 37.0 33.0 35.0 19.0 336.0 1211.0 
% within Popu. 47.9% 14.1% 3.1% 2.7% 2.9% 1.6% 27.7% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 36.548
a
 30 .191 
Likelihood Ratio 38.906 30 .128 
Linear-by-Linear Association 6.350 1 .012 
N of Valid Cases 1211   
a. 13 cells (31,0%) have expected count less than 5. The minimum expected count is 
,96. 
 
 
Economical Development Plans * q12 
 
 
 
Crosstab 
 
q12 
Total Beer Wine Cocktails Baijiu White spirits Brown spirits Do not prefer 
Economical Development Plans East Coast Count 325 117 23 14 25 12 199 715 
Expected Count 341.9 101.5 22.2 19.8 19.8 11.4 198.3 715.0 
% within Economical 
Development Plans 
45.5% 16.4% 3.2% 2.0% 3.5% 1.7% 27.8% 100.0% 
% within q12 57.1% 69.2% 62.2% 42.4% 75.8% 63.2% 60.3% 60.1% 
Central China Count 134 29 7 8 5 3 56 242 
Expected Count 115.7 34.4 7.5 6.7 6.7 3.9 67.1 242.0 
% within Economical 
Development Plans 
55.4% 12.0% 2.9% 3.3% 2.1% 1.2% 23.1% 100.0% 
% within q12 23.6% 17.2% 18.9% 24.2% 15.2% 15.8% 17.0% 20.3% 
Northeast China Count 50 12 3 5 0 2 32 104 
Expected Count 49.7 14.8 3.2 2.9 2.9 1.7 28.8 104.0 
% within Economical 
Development Plans 
48.1% 11.5% 2.9% 4.8% .0% 1.9% 30.8% 100.0% 
% within q12 8.8% 7.1% 8.1% 15.2% .0% 10.5% 9.7% 8.7% 
West China Count 60 11 4 6 3 2 43 129 
Expected Count 61.7 18.3 4.0 3.6 3.6 2.1 35.8 129.0 
% within Economical 
Development Plans 
46.5% 8.5% 3.1% 4.7% 2.3% 1.6% 33.3% 100.0% 
% within q12 10.5% 6.5% 10.8% 18.2% 9.1% 10.5% 13.0% 10.8% 
Total Count 569 169 37 33 33 19 330 1190 
Expected Count 569.0 169.0 37.0 33.0 33.0 19.0 330.0 1190.0 
% within Economical 
Development Plans 
47.8% 14.2% 3.1% 2.8% 2.8% 1.6% 27.7% 100.0% 
% within q12 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 24.345
a
 18 .144 
Likelihood Ratio 27.155 18 .076 
Linear-by-Linear Association .526 1 .468 
N of Valid Cases 1190   
a. 9 cells (32,1%) have expected count less than 5. The minimum expected count is 
1,66. 
 
 
CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu Origin BY q13 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW COLUMN 
  /COUNT ROUND CELL. 
 
 
 
Crosstabs 
 
 
 
Notes 
Output Created 10-May-2011 11:16:07 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each table are based on all the 
cases with valid data in the specified range(s) 
for all variables in each table. 
Syntax CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu 
Origin BY q13 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW 
COLUMN 
  /COUNT ROUND CELL. 
 
Resources Processor Time 00:00:00.047 
Elapsed Time 00:00:00.066 
Dimensions Requested 2 
Cells Available 174762 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
Gender * q13 1226 97.3% 34 2.7% 1260 100.0% 
Age * q13 1231 97.7% 29 2.3% 1260 100.0% 
Mom * q13 1225 97.2% 35 2.8% 1260 100.0% 
Dad * q13 1223 97.1% 37 2.9% 1260 100.0% 
Popu. * q13 1225 97.2% 35 2.8% 1260 100.0% 
Economical Development Plans * 
q13 
1203 95.5% 57 4.5% 1260 100.0% 
 
 
Gender * q13 
 
 
 
Crosstab 
 
q13 
Total Taste Brand Price 
Gender Male Count 338 155 94 587 
Expected Count 369.1 145.6 72.3 587.0 
% within Gender 57.6% 26.4% 16.0% 100.0% 
% within q13 43.8% 51.0% 62.3% 47.9% 
Female Count 433 149 57 639 
Expected Count 401.9 158.4 78.7 639.0 
% within Gender 67.8% 23.3% 8.9% 100.0% 
% within q13 56.2% 49.0% 37.7% 52.1% 
Total Count 771 304 151 1226 
Expected Count 771.0 304.0 151.0 1226.0 
% within Gender 62.9% 24.8% 12.3% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 18.718
a
 2 .000 
Likelihood Ratio 18.807 2 .000 
Linear-by-Linear Association 18.381 1 .000 
N of Valid Cases 1226   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
72,30. 
 
 
Age * q13 
 
 
 
Crosstab 
 
q13 
Total Taste Brand Price 
Age 18-20 Count 278 84 47 409 
Expected Count 256.8 101.7 50.5 409.0 
% within Age 68.0% 20.5% 11.5% 100.0% 
% within q13 36.0% 27.5% 30.9% 33.2% 
21-24 Count 442 175 87 704 
Expected Count 442.1 175.0 86.9 704.0 
% within Age 62.8% 24.9% 12.4% 100.0% 
% within q13 57.2% 57.2% 57.2% 57.2% 
25+ Count 53 47 18 118 
Expected Count 74.1 29.3 14.6 118.0 
% within Age 44.9% 39.8% 15.3% 100.0% 
% within q13 6.9% 15.4% 11.8% 9.6% 
Total Count 773 306 152 1231 
Expected Count 773.0 306.0 152.0 1231.0 
% within Age 62.8% 24.9% 12.3% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
 
 Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 22.515
a
 4 .000 
Likelihood Ratio 21.621 4 .000 
Linear-by-Linear Association 10.622 1 .001 
N of Valid Cases 1231   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
14,57. 
 
 
Mom * q13 
 
 
 
Crosstab 
 
q13 
Total Taste Brand Price 
Mom None & Primary Count 77 23 25 125 
Expected Count 78.4 31.1 15.5 125.0 
% within Mom 61.6% 18.4% 20.0% 100.0% 
% within q13 10.0% 7.5% 16.4% 10.2% 
Secondary Count 257 102 63 422 
Expected Count 264.6 105.1 52.4 422.0 
% within Mom 60.9% 24.2% 14.9% 100.0% 
% within q13 33.5% 33.4% 41.4% 34.4% 
Undergraduate Count 339 135 41 515 
Expected Count 322.9 128.2 63.9 515.0 
% within Mom 65.8% 26.2% 8.0% 100.0% 
% within q13 44.1% 44.3% 27.0% 42.0% 
Postgraduate & PhD Count 95 45 23 163 
Expected Count 102.2 40.6 20.2 163.0 
% within Mom 58.3% 27.6% 14.1% 100.0% 
% within q13 12.4% 14.8% 15.1% 13.3% 
Total Count 768 305 152 1225 
Expected Count 768.0 305.0 152.0 1225.0 
% within Mom 62.7% 24.9% 12.4% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
  
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 21.156
a
 6 .002 
Likelihood Ratio 21.488 6 .001 
Linear-by-Linear Association 2.060 1 .151 
N of Valid Cases 1225   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
15,51. 
 
 
Dad * q13 
 
 
 
Crosstab 
 
q13 
Total Taste Brand Price 
Dad None & Primary Count 52 15 20 87 
Expected Count 54.6 21.7 10.7 87.0 
% within Dad 59.8% 17.2% 23.0% 100.0% 
% within q13 6.8% 4.9% 13.2% 7.1% 
Secondary Count 211 94 61 366 
Expected Count 229.5 91.3 45.2 366.0 
% within Dad 57.7% 25.7% 16.7% 100.0% 
% within q13 27.5% 30.8% 40.4% 29.9% 
Undergraduate Count 347 134 43 524 
Expected Count 328.6 130.7 64.7 524.0 
% within Dad 66.2% 25.6% 8.2% 100.0% 
% within q13 45.2% 43.9% 28.5% 42.8% 
Postgraduate & PhD Count 157 62 27 246 
Expected Count 154.3 61.3 30.4 246.0 
% within Dad 63.8% 25.2% 11.0% 100.0% 
% within q13 20.5% 20.3% 17.9% 20.1% 
Total Count 767 305 151 1223 
Expected Count 767.0 305.0 151.0 1223.0 
% within Dad 62.7% 24.9% 12.3% 100.0% 
Crosstab 
 
q13 
Total Taste Brand Price 
Dad None & Primary Count 52 15 20 87 
Expected Count 54.6 21.7 10.7 87.0 
% within Dad 59.8% 17.2% 23.0% 100.0% 
% within q13 6.8% 4.9% 13.2% 7.1% 
Secondary Count 211 94 61 366 
Expected Count 229.5 91.3 45.2 366.0 
% within Dad 57.7% 25.7% 16.7% 100.0% 
% within q13 27.5% 30.8% 40.4% 29.9% 
Undergraduate Count 347 134 43 524 
Expected Count 328.6 130.7 64.7 524.0 
% within Dad 66.2% 25.6% 8.2% 100.0% 
% within q13 45.2% 43.9% 28.5% 42.8% 
Postgraduate & PhD Count 157 62 27 246 
Expected Count 154.3 61.3 30.4 246.0 
% within Dad 63.8% 25.2% 11.0% 100.0% 
% within q13 20.5% 20.3% 17.9% 20.1% 
Total Count 767 305 151 1223 
Expected Count 767.0 305.0 151.0 1223.0 
% within Dad 62.7% 24.9% 12.3% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 26.095
a
 6 .000 
Likelihood Ratio 25.188 6 .000 
Linear-by-Linear Association 9.285 1 .002 
N of Valid Cases 1223   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
10,74. 
 
 
Popu. * q13 
 
 
 Crosstab 
 
q13 
Total Taste Brand Price 
Popu. Less than 200.000 Count 71 19 14 104 
Expected Count 65.2 25.9 12.9 104.0 
% within Popu. 68.3% 18.3% 13.5% 100.0% 
% within q13 9.2% 6.2% 9.2% 8.5% 
200.000-500.000 Count 101 41 27 169 
Expected Count 106.0 42.1 21.0 169.0 
% within Popu. 59.8% 24.3% 16.0% 100.0% 
% within q13 13.2% 13.4% 17.8% 13.8% 
500.000-1.000.000 Count 120 41 33 194 
Expected Count 121.6 48.3 24.1 194.0 
% within Popu. 61.9% 21.1% 17.0% 100.0% 
% within q13 15.6% 13.4% 21.7% 15.8% 
1.000.000-4.000.000 Count 116 46 28 190 
Expected Count 119.1 47.3 23.6 190.0 
% within Popu. 61.1% 24.2% 14.7% 100.0% 
% within q13 15.1% 15.1% 18.4% 15.5% 
4.000.000+ Count 323 142 40 505 
Expected Count 316.6 125.7 62.7 505.0 
% within Popu. 64.0% 28.1% 7.9% 100.0% 
% within q13 42.1% 46.6% 26.3% 41.2% 
Don't know Count 37 16 10 63 
Expected Count 39.5 15.7 7.8 63.0 
% within Popu. 58.7% 25.4% 15.9% 100.0% 
% within q13 4.8% 5.2% 6.6% 5.1% 
Total Count 768 305 152 1225 
Expected Count 768.0 305.0 152.0 1225.0 
% within Popu. 62.7% 24.9% 12.4% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 21.025
a
 10 .021 
Likelihood Ratio 21.807 10 .016 
Linear-by-Linear Association 1.825 1 .177 
N of Valid Cases 1225   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
7,82. 
 
 
Economical Development Plans * q13 
 
 
 
Crosstab 
 
q13 
Total Taste Brand Price 
Economical Development Plans East Coast Count 457 188 74 719 
Expected Count 452.4 177.5 89.1 719.0 
% within Economical 
Development Plans 
63.6% 26.1% 10.3% 100.0% 
% within q13 60.4% 63.3% 49.7% 59.8% 
Central China Count 152 54 40 246 
Expected Count 154.8 60.7 30.5 246.0 
% within Economical 
Development Plans 
61.8% 22.0% 16.3% 100.0% 
% within q13 20.1% 18.2% 26.8% 20.4% 
Northeast China Count 68 27 11 106 
Expected Count 66.7 26.2 13.1 106.0 
% within Economical 
Development Plans 
64.2% 25.5% 10.4% 100.0% 
% within q13 9.0% 9.1% 7.4% 8.8% 
West China Count 80 28 24 132 
Expected Count 83.1 32.6 16.3 132.0 
% within Economical 
Development Plans 
60.6% 21.2% 18.2% 100.0% 
% within q13 10.6% 9.4% 16.1% 11.0% 
Total Count 757 297 149 1203 
Expected Count 757.0 297.0 149.0 1203.0 
% within Economical 
Development Plans 
62.9% 24.7% 12.4% 100.0% 
% within q13 100.0% 100.0% 100.0% 100.0% 
  
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 11.725
a
 6 .068 
Likelihood Ratio 11.228 6 .082 
Linear-by-Linear Association 2.269 1 .132 
N of Valid Cases 1203   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
13,13. 
 
 
NONPAR CORR 
  /VARIABLES=Age q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
 
 
Nonparametric Correlations 
 
 
 
Notes 
Output Created 10-May-2011 11:18:33 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each pair of variables are based 
on all the cases with valid data for that pair. 
Syntax NONPAR CORR 
  /VARIABLES=Age q210 q211 q212 q213 
q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 
q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
Resources Processor Time 00:00:00.109 
Elapsed Time 00:00:00.118 
Number of Cases Allowed 38362 cases
a
 
a. Based on availability of workspace memory 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Correlations 
 Age q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
Spearman's rho Age Correlation Coefficient 1.000 -.007 .005 .106
**
 .050 .044 -.022 .059
*
 .021 .099
**
 .072
*
 .121
**
 .081
**
 .144
**
 .027 .105
**
 .069
*
 .166
**
 
Sig. (2-tailed) . .806 .873 .000 .098 .150 .457 .038 .468 .000 .011 .000 .005 .000 .344 .000 .014 .000 
N 1254 1212 1162 1158 1077 1071 1108 1249 1251 1248 1247 1254 1229 1234 1251 1252 1248 1248 
q210 Correlation Coefficient -.007 1.000 .145
**
 .078
**
 .141
**
 .119
**
 .138
**
 .136
**
 .204
**
 .121
**
 .021 .185
**
 .169
**
 .093
**
 .032 .253
**
 .046 .075
**
 
Sig. (2-tailed) .806 . .000 .008 .000 .000 .000 .000 .000 .000 .457 .000 .000 .001 .271 .000 .113 .009 
N 1212 1217 1159 1154 1074 1068 1102 1216 1216 1214 1212 1213 1191 1195 1210 1211 1208 1207 
q211 Correlation Coefficient .005 .145
**
 1.000 .213
**
 .235
**
 .244
**
 .341
**
 .184
**
 .223
**
 .132
**
 .187
**
 .200
**
 .177
**
 .143
**
 .130
**
 .138
**
 .076
**
 .079
**
 
Sig. (2-tailed) .873 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .010 .007 
N 1162 1159 1165 1137 1068 1067 1093 1164 1165 1163 1161 1162 1140 1144 1160 1160 1157 1156 
q212 Correlation Coefficient .106
**
 .078
**
 .213
**
 1.000 .318
**
 .310
**
 .133
**
 .127
**
 .224
**
 .104
**
 .092
**
 .177
**
 .185
**
 .129
**
 .024 .199
**
 .022 .102
**
 
Sig. (2-tailed) .000 .008 .000 . .000 .000 .000 .000 .000 .000 .002 .000 .000 .000 .407 .000 .446 .001 
N 1158 1154 1137 1161 1069 1066 1096 1160 1160 1158 1156 1158 1137 1141 1155 1157 1152 1152 
q213 Correlation Coefficient .050 .141
**
 .235
**
 .318
**
 1.000 .630
**
 .287
**
 .130
**
 .187
**
 .104
**
 .122
**
 .160
**
 .174
**
 .166
**
 .071
*
 .170
**
 .074
*
 .139
**
 
Sig. (2-tailed) .098 .000 .000 .000 . .000 .000 .000 .000 .001 .000 .000 .000 .000 .019 .000 .015 .000 
N 1077 1074 1068 1069 1080 1060 1054 1079 1079 1078 1076 1077 1060 1060 1074 1076 1072 1073 
q214 Correlation Coefficient .044 .119
**
 .244
**
 .310
**
 .630
**
 1.000 .390
**
 .162
**
 .146
**
 .151
**
 .174
**
 .157
**
 .153
**
 .140
**
 .109
**
 .159
**
 .049 .109
**
 
Sig. (2-tailed) .150 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .109 .000 
N 1071 1068 1067 1066 1060 1074 1056 1073 1074 1073 1072 1071 1055 1055 1069 1070 1066 1067 
q215 Correlation Coefficient -.022 .138
**
 .341
**
 .133
**
 .287
**
 .390
**
 1.000 .189
**
 .131
**
 .129
**
 .162
**
 .116
**
 .134
**
 .143
**
 .206
**
 .099
**
 .073
*
 .072
*
 
Sig. (2-tailed) .457 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .001 .015 .017 
N 1108 1102 1093 1096 1054 1056 1111 1110 1111 1110 1109 1108 1089 1090 1106 1106 1103 1103 
q22 Correlation Coefficient .059
*
 .136
**
 .184
**
 .127
**
 .130
**
 .162
**
 .189
**
 1.000 .311
**
 .150
**
 .172
**
 .289
**
 .203
**
 .188
**
 .116
**
 .251
**
 .133
**
 .212
**
 
Sig. (2-tailed) .038 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1249 1216 1164 1160 1079 1073 1110 1254 1253 1251 1249 1250 1225 1230 1247 1248 1244 1244 
q23 Correlation Coefficient .021 .204
**
 .223
**
 .224
**
 .187
**
 .146
**
 .131
**
 .311
**
 1.000 .148
**
 .124
**
 .410
**
 .285
**
 .249
**
 .129
**
 .351
**
 .131
**
 .226
**
 
Sig. (2-tailed) .468 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1251 1216 1165 1160 1079 1074 1111 1253 1256 1253 1251 1252 1227 1232 1250 1250 1246 1246 
q24 Correlation Coefficient .099
**
 .121
**
 .132
**
 .104
**
 .104
**
 .151
**
 .129
**
 .150
**
 .148
**
 1.000 .388
**
 .092
**
 .130
**
 .181
**
 .114
**
 .148
**
 .116
**
 .112
**
 
Sig. (2-tailed) .000 .000 .000 .000 .001 .000 .000 .000 .000 . .000 .001 .000 .000 .000 .000 .000 .000 
N 1248 1214 1163 1158 1078 1073 1110 1251 1253 1253 1251 1249 1224 1230 1248 1247 1243 1243 
q25 Correlation Coefficient .072
*
 .021 .187
**
 .092
**
 .122
**
 .174
**
 .162
**
 .172
**
 .124
**
 .388
**
 1.000 .064
*
 .066
*
 .161
**
 .115
**
 .054 .154
**
 .159
**
 
Sig. (2-tailed) .011 .457 .000 .002 .000 .000 .000 .000 .000 .000 . .023 .020 .000 .000 .058 .000 .000 
N 1247 1212 1161 1156 1076 1072 1109 1249 1251 1251 1251 1248 1223 1229 1247 1246 1242 1242 
q31 Correlation Coefficient .121
**
 .185
**
 .200
**
 .177
**
 .160
**
 .157
**
 .116
**
 .289
**
 .410
**
 .092
**
 .064
*
 1.000 .368
**
 .283
**
 .316
**
 .393
**
 .150
**
 .292
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .001 .023 . .000 .000 .000 .000 .000 .000 
N 1254 1213 1162 1158 1077 1071 1108 1250 1252 1249 1248 1255 1230 1235 1252 1253 1249 1249 
q32 Correlation Coefficient .081
**
 .169
**
 .177
**
 .185
**
 .174
**
 .153
**
 .134
**
 .203
**
 .285
**
 .130
**
 .066
*
 .368
**
 1.000 .359
**
 .185
**
 .273
**
 .144
**
 .287
**
 
Sig. (2-tailed) .005 .000 .000 .000 .000 .000 .000 .000 .000 .000 .020 .000 . .000 .000 .000 .000 .000 
N 1229 1191 1140 1137 1060 1055 1089 1225 1227 1224 1223 1230 1230 1223 1227 1228 1224 1226 
q34 Correlation Coefficient .144
**
 .093
**
 .143
**
 .129
**
 .166
**
 .140
**
 .143
**
 .188
**
 .249
**
 .181
**
 .161
**
 .283
**
 .359
**
 1.000 .197
**
 .241
**
 .402
**
 .538
**
 
Sig. (2-tailed) .000 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 
N 1234 1195 1144 1141 1060 1055 1090 1230 1232 1230 1229 1235 1223 1235 1233 1233 1229 1230 
q35 Correlation Coefficient .027 .032 .130
**
 .024 .071
*
 .109
**
 .206
**
 .116
**
 .129
**
 .114
**
 .115
**
 .316
**
 .185
**
 .197
**
 1.000 .043 .088
**
 .105
**
 
Sig. (2-tailed) .344 .271 .000 .407 .019 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .128 .002 .000 
N 1251 1210 1160 1155 1074 1069 1106 1247 1250 1248 1247 1252 1227 1233 1252 1250 1246 1246 
q37 Correlation Coefficient .105
**
 .253
**
 .138
**
 .199
**
 .170
**
 .159
**
 .099
**
 .251
**
 .351
**
 .148
**
 .054 .393
**
 .273
**
 .241
**
 .043 1.000 .166
**
 .277
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .001 .000 .000 .000 .058 .000 .000 .000 .128 . .000 .000 
N 1252 1211 1160 1157 1076 1070 1106 1248 1250 1247 1246 1253 1228 1233 1250 1253 1247 1247 
q38 Correlation Coefficient .069
*
 .046 .076
**
 .022 .074
*
 .049 .073
*
 .133
**
 .131
**
 .116
**
 .154
**
 .150
**
 .144
**
 .402
**
 .088
**
 .166
**
 1.000 .471
**
 
Sig. (2-tailed) .014 .113 .010 .446 .015 .109 .015 .000 .000 .000 .000 .000 .000 .000 .002 .000 . .000 
N 1248 1208 1157 1152 1072 1066 1103 1244 1246 1243 1242 1249 1224 1229 1246 1247 1249 1244 
q39 Correlation Coefficient .166
**
 .075
**
 .079
**
 .102
**
 .139
**
 .109
**
 .072
*
 .212
**
 .226
**
 .112
**
 .159
**
 .292
**
 .287
**
 .538
**
 .105
**
 .277
**
 .471
**
 1.000 
Sig. (2-tailed) .000 .009 .007 .001 .000 .000 .017 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . 
N 1248 1207 1156 1152 1073 1067 1103 1244 1246 1243 1242 1249 1226 1230 1246 1247 1244 1249 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
 
NONPAR CORR 
  /VARIABLES=q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 Mom 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
 
 
Notes 
Output Created 10-May-2011 11:19:32 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each pair of variables are based 
on all the cases with valid data for that pair. 
Syntax NONPAR CORR 
  /VARIABLES=q210 q211 q212 q213 q214 
q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 
q38 q39 Mom 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
Resources Processor Time 00:00:00.110 
Elapsed Time 00:00:00.128 
Number of Cases Allowed 38362 cases
a
 
a. Based on availability of workspace memory 
 
 
NONPAR CORR 
  /VARIABLES=Mom q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
 
 
Nonparametric Correlations 
 
 
 
Notes 
Output Created 10-May-2011 11:21:34 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each pair of variables are based 
on all the cases with valid data for that pair. 
Syntax NONPAR CORR 
  /VARIABLES=Mom q210 q211 q212 q213 
q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 
q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
Resources Processor Time 00:00:00.094 
Elapsed Time 00:00:00.096 
Number of Cases Allowed 38362 cases
a
 
a. Based on availability of workspace memory 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Correlations 
 Mom q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
Spearman's rho Mom Correlation Coefficient 1.000 -.081
**
 .032 -.079
**
 -.027 .008 .095
**
 -.023 -.009 .038 .034 -.013 -.036 .067
*
 .133
**
 -.103
**
 .031 .029 
Sig. (2-tailed) . .005 .277 .007 .376 .790 .002 .415 .755 .181 .237 .646 .210 .019 .000 .000 .282 .304 
N 1248 1206 1158 1153 1072 1067 1104 1243 1246 1243 1242 1248 1223 1228 1246 1246 1242 1242 
q210 Correlation Coefficient -.081
**
 1.000 .145
**
 .078
**
 .141
**
 .119
**
 .138
**
 .136
**
 .204
**
 .121
**
 .021 .185
**
 .169
**
 .093
**
 .032 .253
**
 .046 .075
**
 
Sig. (2-tailed) .005 . .000 .008 .000 .000 .000 .000 .000 .000 .457 .000 .000 .001 .271 .000 .113 .009 
N 1206 1217 1159 1154 1074 1068 1102 1216 1216 1214 1212 1213 1191 1195 1210 1211 1208 1207 
q211 Correlation Coefficient .032 .145
**
 1.000 .213
**
 .235
**
 .244
**
 .341
**
 .184
**
 .223
**
 .132
**
 .187
**
 .200
**
 .177
**
 .143
**
 .130
**
 .138
**
 .076
**
 .079
**
 
Sig. (2-tailed) .277 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .010 .007 
N 1158 1159 1165 1137 1068 1067 1093 1164 1165 1163 1161 1162 1140 1144 1160 1160 1157 1156 
q212 Correlation Coefficient -.079
**
 .078
**
 .213
**
 1.000 .318
**
 .310
**
 .133
**
 .127
**
 .224
**
 .104
**
 .092
**
 .177
**
 .185
**
 .129
**
 .024 .199
**
 .022 .102
**
 
Sig. (2-tailed) .007 .008 .000 . .000 .000 .000 .000 .000 .000 .002 .000 .000 .000 .407 .000 .446 .001 
N 1153 1154 1137 1161 1069 1066 1096 1160 1160 1158 1156 1158 1137 1141 1155 1157 1152 1152 
q213 Correlation Coefficient -.027 .141
**
 .235
**
 .318
**
 1.000 .630
**
 .287
**
 .130
**
 .187
**
 .104
**
 .122
**
 .160
**
 .174
**
 .166
**
 .071
*
 .170
**
 .074
*
 .139
**
 
Sig. (2-tailed) .376 .000 .000 .000 . .000 .000 .000 .000 .001 .000 .000 .000 .000 .019 .000 .015 .000 
N 1072 1074 1068 1069 1080 1060 1054 1079 1079 1078 1076 1077 1060 1060 1074 1076 1072 1073 
q214 Correlation Coefficient .008 .119
**
 .244
**
 .310
**
 .630
**
 1.000 .390
**
 .162
**
 .146
**
 .151
**
 .174
**
 .157
**
 .153
**
 .140
**
 .109
**
 .159
**
 .049 .109
**
 
Sig. (2-tailed) .790 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .109 .000 
N 1067 1068 1067 1066 1060 1074 1056 1073 1074 1073 1072 1071 1055 1055 1069 1070 1066 1067 
q215 Correlation Coefficient .095
**
 .138
**
 .341
**
 .133
**
 .287
**
 .390
**
 1.000 .189
**
 .131
**
 .129
**
 .162
**
 .116
**
 .134
**
 .143
**
 .206
**
 .099
**
 .073
*
 .072
*
 
Sig. (2-tailed) .002 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .001 .015 .017 
N 1104 1102 1093 1096 1054 1056 1111 1110 1111 1110 1109 1108 1089 1090 1106 1106 1103 1103 
q22 Correlation Coefficient -.023 .136
**
 .184
**
 .127
**
 .130
**
 .162
**
 .189
**
 1.000 .311
**
 .150
**
 .172
**
 .289
**
 .203
**
 .188
**
 .116
**
 .251
**
 .133
**
 .212
**
 
Sig. (2-tailed) .415 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1243 1216 1164 1160 1079 1073 1110 1254 1253 1251 1249 1250 1225 1230 1247 1248 1244 1244 
q23 Correlation Coefficient -.009 .204
**
 .223
**
 .224
**
 .187
**
 .146
**
 .131
**
 .311
**
 1.000 .148
**
 .124
**
 .410
**
 .285
**
 .249
**
 .129
**
 .351
**
 .131
**
 .226
**
 
Sig. (2-tailed) .755 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1246 1216 1165 1160 1079 1074 1111 1253 1256 1253 1251 1252 1227 1232 1250 1250 1246 1246 
q24 Correlation Coefficient .038 .121
**
 .132
**
 .104
**
 .104
**
 .151
**
 .129
**
 .150
**
 .148
**
 1.000 .388
**
 .092
**
 .130
**
 .181
**
 .114
**
 .148
**
 .116
**
 .112
**
 
Sig. (2-tailed) .181 .000 .000 .000 .001 .000 .000 .000 .000 . .000 .001 .000 .000 .000 .000 .000 .000 
N 1243 1214 1163 1158 1078 1073 1110 1251 1253 1253 1251 1249 1224 1230 1248 1247 1243 1243 
q25 Correlation Coefficient .034 .021 .187
**
 .092
**
 .122
**
 .174
**
 .162
**
 .172
**
 .124
**
 .388
**
 1.000 .064
*
 .066
*
 .161
**
 .115
**
 .054 .154
**
 .159
**
 
Sig. (2-tailed) .237 .457 .000 .002 .000 .000 .000 .000 .000 .000 . .023 .020 .000 .000 .058 .000 .000 
N 1242 1212 1161 1156 1076 1072 1109 1249 1251 1251 1251 1248 1223 1229 1247 1246 1242 1242 
q31 Correlation Coefficient -.013 .185
**
 .200
**
 .177
**
 .160
**
 .157
**
 .116
**
 .289
**
 .410
**
 .092
**
 .064
*
 1.000 .368
**
 .283
**
 .316
**
 .393
**
 .150
**
 .292
**
 
Sig. (2-tailed) .646 .000 .000 .000 .000 .000 .000 .000 .000 .001 .023 . .000 .000 .000 .000 .000 .000 
N 1248 1213 1162 1158 1077 1071 1108 1250 1252 1249 1248 1255 1230 1235 1252 1253 1249 1249 
q32 Correlation Coefficient -.036 .169
**
 .177
**
 .185
**
 .174
**
 .153
**
 .134
**
 .203
**
 .285
**
 .130
**
 .066
*
 .368
**
 1.000 .359
**
 .185
**
 .273
**
 .144
**
 .287
**
 
Sig. (2-tailed) .210 .000 .000 .000 .000 .000 .000 .000 .000 .000 .020 .000 . .000 .000 .000 .000 .000 
N 1223 1191 1140 1137 1060 1055 1089 1225 1227 1224 1223 1230 1230 1223 1227 1228 1224 1226 
q34 Correlation Coefficient .067
*
 .093
**
 .143
**
 .129
**
 .166
**
 .140
**
 .143
**
 .188
**
 .249
**
 .181
**
 .161
**
 .283
**
 .359
**
 1.000 .197
**
 .241
**
 .402
**
 .538
**
 
Sig. (2-tailed) .019 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 
N 1228 1195 1144 1141 1060 1055 1090 1230 1232 1230 1229 1235 1223 1235 1233 1233 1229 1230 
q35 Correlation Coefficient .133
**
 .032 .130
**
 .024 .071
*
 .109
**
 .206
**
 .116
**
 .129
**
 .114
**
 .115
**
 .316
**
 .185
**
 .197
**
 1.000 .043 .088
**
 .105
**
 
Sig. (2-tailed) .000 .271 .000 .407 .019 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .128 .002 .000 
N 1246 1210 1160 1155 1074 1069 1106 1247 1250 1248 1247 1252 1227 1233 1252 1250 1246 1246 
q37 Correlation Coefficient -.103
**
 .253
**
 .138
**
 .199
**
 .170
**
 .159
**
 .099
**
 .251
**
 .351
**
 .148
**
 .054 .393
**
 .273
**
 .241
**
 .043 1.000 .166
**
 .277
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .001 .000 .000 .000 .058 .000 .000 .000 .128 . .000 .000 
N 1246 1211 1160 1157 1076 1070 1106 1248 1250 1247 1246 1253 1228 1233 1250 1253 1247 1247 
q38 Correlation Coefficient .031 .046 .076
**
 .022 .074
*
 .049 .073
*
 .133
**
 .131
**
 .116
**
 .154
**
 .150
**
 .144
**
 .402
**
 .088
**
 .166
**
 1.000 .471
**
 
Sig. (2-tailed) .282 .113 .010 .446 .015 .109 .015 .000 .000 .000 .000 .000 .000 .000 .002 .000 . .000 
N 1242 1208 1157 1152 1072 1066 1103 1244 1246 1243 1242 1249 1224 1229 1246 1247 1249 1244 
q39 Correlation Coefficient .029 .075
**
 .079
**
 .102
**
 .139
**
 .109
**
 .072
*
 .212
**
 .226
**
 .112
**
 .159
**
 .292
**
 .287
**
 .538
**
 .105
**
 .277
**
 .471
**
 1.000 
Sig. (2-tailed) .304 .009 .007 .001 .000 .000 .017 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . 
N 1242 1207 1156 1152 1073 1067 1103 1244 1246 1243 1242 1249 1226 1230 1246 1247 1244 1249 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
 
NONPAR CORR 
  /VARIABLES=Dad q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
 
 
Nonparametric Correlations 
 
 
 
Notes 
Output Created 10-May-2011 11:22:44 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each pair of variables are based 
on all the cases with valid data for that pair. 
Syntax NONPAR CORR 
  /VARIABLES=Dad q210 q211 q212 q213 
q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 
q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
Resources Processor Time 00:00:00.125 
Elapsed Time 00:00:00.124 
Number of Cases Allowed 38362 cases
a
 
a. Based on availability of workspace memory 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Correlations 
 Dad q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
Spearman's rho Dad Correlation Coefficient 1.000 -.049 .048 -.065
*
 -.021 .022 .124
**
 -.035 -.013 .030 .028 -.009 -.043 .068
*
 .144
**
 -.083
**
 .043 .031 
Sig. (2-tailed) . .089 .100 .027 .488 .465 .000 .213 .646 .286 .324 .763 .136 .017 .000 .003 .133 .277 
N 1246 1204 1156 1151 1071 1066 1102 1241 1244 1241 1240 1246 1221 1226 1244 1244 1240 1240 
q210 Correlation Coefficient -.049 1.000 .145
**
 .078
**
 .141
**
 .119
**
 .138
**
 .136
**
 .204
**
 .121
**
 .021 .185
**
 .169
**
 .093
**
 .032 .253
**
 .046 .075
**
 
Sig. (2-tailed) .089 . .000 .008 .000 .000 .000 .000 .000 .000 .457 .000 .000 .001 .271 .000 .113 .009 
N 1204 1217 1159 1154 1074 1068 1102 1216 1216 1214 1212 1213 1191 1195 1210 1211 1208 1207 
q211 Correlation Coefficient .048 .145
**
 1.000 .213
**
 .235
**
 .244
**
 .341
**
 .184
**
 .223
**
 .132
**
 .187
**
 .200
**
 .177
**
 .143
**
 .130
**
 .138
**
 .076
**
 .079
**
 
Sig. (2-tailed) .100 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .010 .007 
N 1156 1159 1165 1137 1068 1067 1093 1164 1165 1163 1161 1162 1140 1144 1160 1160 1157 1156 
q212 Correlation Coefficient -.065
*
 .078
**
 .213
**
 1.000 .318
**
 .310
**
 .133
**
 .127
**
 .224
**
 .104
**
 .092
**
 .177
**
 .185
**
 .129
**
 .024 .199
**
 .022 .102
**
 
Sig. (2-tailed) .027 .008 .000 . .000 .000 .000 .000 .000 .000 .002 .000 .000 .000 .407 .000 .446 .001 
N 1151 1154 1137 1161 1069 1066 1096 1160 1160 1158 1156 1158 1137 1141 1155 1157 1152 1152 
q213 Correlation Coefficient -.021 .141
**
 .235
**
 .318
**
 1.000 .630
**
 .287
**
 .130
**
 .187
**
 .104
**
 .122
**
 .160
**
 .174
**
 .166
**
 .071
*
 .170
**
 .074
*
 .139
**
 
Sig. (2-tailed) .488 .000 .000 .000 . .000 .000 .000 .000 .001 .000 .000 .000 .000 .019 .000 .015 .000 
N 1071 1074 1068 1069 1080 1060 1054 1079 1079 1078 1076 1077 1060 1060 1074 1076 1072 1073 
q214 Correlation Coefficient .022 .119
**
 .244
**
 .310
**
 .630
**
 1.000 .390
**
 .162
**
 .146
**
 .151
**
 .174
**
 .157
**
 .153
**
 .140
**
 .109
**
 .159
**
 .049 .109
**
 
Sig. (2-tailed) .465 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .109 .000 
N 1066 1068 1067 1066 1060 1074 1056 1073 1074 1073 1072 1071 1055 1055 1069 1070 1066 1067 
q215 Correlation Coefficient .124
**
 .138
**
 .341
**
 .133
**
 .287
**
 .390
**
 1.000 .189
**
 .131
**
 .129
**
 .162
**
 .116
**
 .134
**
 .143
**
 .206
**
 .099
**
 .073
*
 .072
*
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .001 .015 .017 
N 1102 1102 1093 1096 1054 1056 1111 1110 1111 1110 1109 1108 1089 1090 1106 1106 1103 1103 
q22 Correlation Coefficient -.035 .136
**
 .184
**
 .127
**
 .130
**
 .162
**
 .189
**
 1.000 .311
**
 .150
**
 .172
**
 .289
**
 .203
**
 .188
**
 .116
**
 .251
**
 .133
**
 .212
**
 
Sig. (2-tailed) .213 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1241 1216 1164 1160 1079 1073 1110 1254 1253 1251 1249 1250 1225 1230 1247 1248 1244 1244 
q23 Correlation Coefficient -.013 .204
**
 .223
**
 .224
**
 .187
**
 .146
**
 .131
**
 .311
**
 1.000 .148
**
 .124
**
 .410
**
 .285
**
 .249
**
 .129
**
 .351
**
 .131
**
 .226
**
 
Sig. (2-tailed) .646 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1244 1216 1165 1160 1079 1074 1111 1253 1256 1253 1251 1252 1227 1232 1250 1250 1246 1246 
q24 Correlation Coefficient .030 .121
**
 .132
**
 .104
**
 .104
**
 .151
**
 .129
**
 .150
**
 .148
**
 1.000 .388
**
 .092
**
 .130
**
 .181
**
 .114
**
 .148
**
 .116
**
 .112
**
 
Sig. (2-tailed) .286 .000 .000 .000 .001 .000 .000 .000 .000 . .000 .001 .000 .000 .000 .000 .000 .000 
N 1241 1214 1163 1158 1078 1073 1110 1251 1253 1253 1251 1249 1224 1230 1248 1247 1243 1243 
q25 Correlation Coefficient .028 .021 .187
**
 .092
**
 .122
**
 .174
**
 .162
**
 .172
**
 .124
**
 .388
**
 1.000 .064
*
 .066
*
 .161
**
 .115
**
 .054 .154
**
 .159
**
 
Sig. (2-tailed) .324 .457 .000 .002 .000 .000 .000 .000 .000 .000 . .023 .020 .000 .000 .058 .000 .000 
N 1240 1212 1161 1156 1076 1072 1109 1249 1251 1251 1251 1248 1223 1229 1247 1246 1242 1242 
q31 Correlation Coefficient -.009 .185
**
 .200
**
 .177
**
 .160
**
 .157
**
 .116
**
 .289
**
 .410
**
 .092
**
 .064
*
 1.000 .368
**
 .283
**
 .316
**
 .393
**
 .150
**
 .292
**
 
Sig. (2-tailed) .763 .000 .000 .000 .000 .000 .000 .000 .000 .001 .023 . .000 .000 .000 .000 .000 .000 
N 1246 1213 1162 1158 1077 1071 1108 1250 1252 1249 1248 1255 1230 1235 1252 1253 1249 1249 
q32 Correlation Coefficient -.043 .169
**
 .177
**
 .185
**
 .174
**
 .153
**
 .134
**
 .203
**
 .285
**
 .130
**
 .066
*
 .368
**
 1.000 .359
**
 .185
**
 .273
**
 .144
**
 .287
**
 
Sig. (2-tailed) .136 .000 .000 .000 .000 .000 .000 .000 .000 .000 .020 .000 . .000 .000 .000 .000 .000 
N 1221 1191 1140 1137 1060 1055 1089 1225 1227 1224 1223 1230 1230 1223 1227 1228 1224 1226 
q34 Correlation Coefficient .068
*
 .093
**
 .143
**
 .129
**
 .166
**
 .140
**
 .143
**
 .188
**
 .249
**
 .181
**
 .161
**
 .283
**
 .359
**
 1.000 .197
**
 .241
**
 .402
**
 .538
**
 
Sig. (2-tailed) .017 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 
N 1226 1195 1144 1141 1060 1055 1090 1230 1232 1230 1229 1235 1223 1235 1233 1233 1229 1230 
q35 Correlation Coefficient .144
**
 .032 .130
**
 .024 .071
*
 .109
**
 .206
**
 .116
**
 .129
**
 .114
**
 .115
**
 .316
**
 .185
**
 .197
**
 1.000 .043 .088
**
 .105
**
 
Sig. (2-tailed) .000 .271 .000 .407 .019 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .128 .002 .000 
N 1244 1210 1160 1155 1074 1069 1106 1247 1250 1248 1247 1252 1227 1233 1252 1250 1246 1246 
q37 Correlation Coefficient -.083
**
 .253
**
 .138
**
 .199
**
 .170
**
 .159
**
 .099
**
 .251
**
 .351
**
 .148
**
 .054 .393
**
 .273
**
 .241
**
 .043 1.000 .166
**
 .277
**
 
Sig. (2-tailed) .003 .000 .000 .000 .000 .000 .001 .000 .000 .000 .058 .000 .000 .000 .128 . .000 .000 
N 1244 1211 1160 1157 1076 1070 1106 1248 1250 1247 1246 1253 1228 1233 1250 1253 1247 1247 
q38 Correlation Coefficient .043 .046 .076
**
 .022 .074
*
 .049 .073
*
 .133
**
 .131
**
 .116
**
 .154
**
 .150
**
 .144
**
 .402
**
 .088
**
 .166
**
 1.000 .471
**
 
Sig. (2-tailed) .133 .113 .010 .446 .015 .109 .015 .000 .000 .000 .000 .000 .000 .000 .002 .000 . .000 
N 1240 1208 1157 1152 1072 1066 1103 1244 1246 1243 1242 1249 1224 1229 1246 1247 1249 1244 
q39 Correlation Coefficient .031 .075
**
 .079
**
 .102
**
 .139
**
 .109
**
 .072
*
 .212
**
 .226
**
 .112
**
 .159
**
 .292
**
 .287
**
 .538
**
 .105
**
 .277
**
 .471
**
 1.000 
Sig. (2-tailed) .277 .009 .007 .001 .000 .000 .017 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . 
N 1240 1207 1156 1152 1073 1067 1103 1244 1246 1243 1242 1249 1226 1230 1246 1247 1244 1249 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
NONPAR CORR 
  /VARIABLES=Popu q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
 
 
Nonparametric Correlations 
 
 
 
Notes 
Output Created 10-May-2011 11:25:02 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each pair of variables are based 
on all the cases with valid data for that pair. 
Syntax NONPAR CORR 
  /VARIABLES=Popu q210 q211 q212 q213 
q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 
q37 q38 q39 
  /PRINT=SPEARMAN TWOTAIL NOSIG 
  /MISSING=PAIRWISE. 
 
Resources Processor Time 00:00:00.141 
Elapsed Time 00:00:00.137 
Number of Cases Allowed 38362 cases
a
 
a. Based on availability of workspace memory 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Correlations 
 Popu. q210 q211 q212 q213 q214 q215 q22 q23 q24 q25 q31 q32 q34 q35 q37 q38 q39 
Spearman's rho Popu. Correlation Coefficient 1.000 -.019 .075
*
 -.124
**
 .005 .003 .136
**
 .035 .044 .024 .050 .027 -.055 .007 .035 -.035 .104
**
 .010 
Sig. (2-tailed) . .504 .011 .000 .864 .921 .000 .220 .120 .407 .076 .340 .055 .795 .218 .224 .000 .719 
N 1246 1204 1155 1151 1070 1064 1101 1241 1243 1240 1239 1244 1221 1226 1241 1242 1238 1239 
q210 Correlation Coefficient -.019 1.000 .145
**
 .078
**
 .141
**
 .119
**
 .138
**
 .136
**
 .204
**
 .121
**
 .021 .185
**
 .169
**
 .093
**
 .032 .253
**
 .046 .075
**
 
Sig. (2-tailed) .504 . .000 .008 .000 .000 .000 .000 .000 .000 .457 .000 .000 .001 .271 .000 .113 .009 
N 1204 1217 1159 1154 1074 1068 1102 1216 1216 1214 1212 1213 1191 1195 1210 1211 1208 1207 
q211 Correlation Coefficient .075
*
 .145
**
 1.000 .213
**
 .235
**
 .244
**
 .341
**
 .184
**
 .223
**
 .132
**
 .187
**
 .200
**
 .177
**
 .143
**
 .130
**
 .138
**
 .076
**
 .079
**
 
Sig. (2-tailed) .011 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .010 .007 
N 1155 1159 1165 1137 1068 1067 1093 1164 1165 1163 1161 1162 1140 1144 1160 1160 1157 1156 
q212 Correlation Coefficient -.124
**
 .078
**
 .213
**
 1.000 .318
**
 .310
**
 .133
**
 .127
**
 .224
**
 .104
**
 .092
**
 .177
**
 .185
**
 .129
**
 .024 .199
**
 .022 .102
**
 
Sig. (2-tailed) .000 .008 .000 . .000 .000 .000 .000 .000 .000 .002 .000 .000 .000 .407 .000 .446 .001 
N 1151 1154 1137 1161 1069 1066 1096 1160 1160 1158 1156 1158 1137 1141 1155 1157 1152 1152 
q213 Correlation Coefficient .005 .141
**
 .235
**
 .318
**
 1.000 .630
**
 .287
**
 .130
**
 .187
**
 .104
**
 .122
**
 .160
**
 .174
**
 .166
**
 .071
*
 .170
**
 .074
*
 .139
**
 
Sig. (2-tailed) .864 .000 .000 .000 . .000 .000 .000 .000 .001 .000 .000 .000 .000 .019 .000 .015 .000 
N 1070 1074 1068 1069 1080 1060 1054 1079 1079 1078 1076 1077 1060 1060 1074 1076 1072 1073 
q214 Correlation Coefficient .003 .119
**
 .244
**
 .310
**
 .630
**
 1.000 .390
**
 .162
**
 .146
**
 .151
**
 .174
**
 .157
**
 .153
**
 .140
**
 .109
**
 .159
**
 .049 .109
**
 
Sig. (2-tailed) .921 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .109 .000 
N 1064 1068 1067 1066 1060 1074 1056 1073 1074 1073 1072 1071 1055 1055 1069 1070 1066 1067 
q215 Correlation Coefficient .136
**
 .138
**
 .341
**
 .133
**
 .287
**
 .390
**
 1.000 .189
**
 .131
**
 .129
**
 .162
**
 .116
**
 .134
**
 .143
**
 .206
**
 .099
**
 .073
*
 .072
*
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .001 .015 .017 
N 1101 1102 1093 1096 1054 1056 1111 1110 1111 1110 1109 1108 1089 1090 1106 1106 1103 1103 
q22 Correlation Coefficient .035 .136
**
 .184
**
 .127
**
 .130
**
 .162
**
 .189
**
 1.000 .311
**
 .150
**
 .172
**
 .289
**
 .203
**
 .188
**
 .116
**
 .251
**
 .133
**
 .212
**
 
Sig. (2-tailed) .220 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1241 1216 1164 1160 1079 1073 1110 1254 1253 1251 1249 1250 1225 1230 1247 1248 1244 1244 
q23 Correlation Coefficient .044 .204
**
 .223
**
 .224
**
 .187
**
 .146
**
 .131
**
 .311
**
 1.000 .148
**
 .124
**
 .410
**
 .285
**
 .249
**
 .129
**
 .351
**
 .131
**
 .226
**
 
Sig. (2-tailed) .120 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 1243 1216 1165 1160 1079 1074 1111 1253 1256 1253 1251 1252 1227 1232 1250 1250 1246 1246 
q24 Correlation Coefficient .024 .121
**
 .132
**
 .104
**
 .104
**
 .151
**
 .129
**
 .150
**
 .148
**
 1.000 .388
**
 .092
**
 .130
**
 .181
**
 .114
**
 .148
**
 .116
**
 .112
**
 
Sig. (2-tailed) .407 .000 .000 .000 .001 .000 .000 .000 .000 . .000 .001 .000 .000 .000 .000 .000 .000 
N 1240 1214 1163 1158 1078 1073 1110 1251 1253 1253 1251 1249 1224 1230 1248 1247 1243 1243 
q25 Correlation Coefficient .050 .021 .187
**
 .092
**
 .122
**
 .174
**
 .162
**
 .172
**
 .124
**
 .388
**
 1.000 .064
*
 .066
*
 .161
**
 .115
**
 .054 .154
**
 .159
**
 
Sig. (2-tailed) .076 .457 .000 .002 .000 .000 .000 .000 .000 .000 . .023 .020 .000 .000 .058 .000 .000 
N 1239 1212 1161 1156 1076 1072 1109 1249 1251 1251 1251 1248 1223 1229 1247 1246 1242 1242 
q31 Correlation Coefficient .027 .185
**
 .200
**
 .177
**
 .160
**
 .157
**
 .116
**
 .289
**
 .410
**
 .092
**
 .064
*
 1.000 .368
**
 .283
**
 .316
**
 .393
**
 .150
**
 .292
**
 
Sig. (2-tailed) .340 .000 .000 .000 .000 .000 .000 .000 .000 .001 .023 . .000 .000 .000 .000 .000 .000 
N 1244 1213 1162 1158 1077 1071 1108 1250 1252 1249 1248 1255 1230 1235 1252 1253 1249 1249 
q32 Correlation Coefficient -.055 .169
**
 .177
**
 .185
**
 .174
**
 .153
**
 .134
**
 .203
**
 .285
**
 .130
**
 .066
*
 .368
**
 1.000 .359
**
 .185
**
 .273
**
 .144
**
 .287
**
 
Sig. (2-tailed) .055 .000 .000 .000 .000 .000 .000 .000 .000 .000 .020 .000 . .000 .000 .000 .000 .000 
N 1221 1191 1140 1137 1060 1055 1089 1225 1227 1224 1223 1230 1230 1223 1227 1228 1224 1226 
q34 Correlation Coefficient .007 .093
**
 .143
**
 .129
**
 .166
**
 .140
**
 .143
**
 .188
**
 .249
**
 .181
**
 .161
**
 .283
**
 .359
**
 1.000 .197
**
 .241
**
 .402
**
 .538
**
 
Sig. (2-tailed) .795 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .000 .000 .000 .000 
N 1226 1195 1144 1141 1060 1055 1090 1230 1232 1230 1229 1235 1223 1235 1233 1233 1229 1230 
q35 Correlation Coefficient .035 .032 .130
**
 .024 .071
*
 .109
**
 .206
**
 .116
**
 .129
**
 .114
**
 .115
**
 .316
**
 .185
**
 .197
**
 1.000 .043 .088
**
 .105
**
 
Sig. (2-tailed) .218 .271 .000 .407 .019 .000 .000 .000 .000 .000 .000 .000 .000 .000 . .128 .002 .000 
N 1241 1210 1160 1155 1074 1069 1106 1247 1250 1248 1247 1252 1227 1233 1252 1250 1246 1246 
q37 Correlation Coefficient -.035 .253
**
 .138
**
 .199
**
 .170
**
 .159
**
 .099
**
 .251
**
 .351
**
 .148
**
 .054 .393
**
 .273
**
 .241
**
 .043 1.000 .166
**
 .277
**
 
Sig. (2-tailed) .224 .000 .000 .000 .000 .000 .001 .000 .000 .000 .058 .000 .000 .000 .128 . .000 .000 
N 1242 1211 1160 1157 1076 1070 1106 1248 1250 1247 1246 1253 1228 1233 1250 1253 1247 1247 
q38 Correlation Coefficient .104
**
 .046 .076
**
 .022 .074
*
 .049 .073
*
 .133
**
 .131
**
 .116
**
 .154
**
 .150
**
 .144
**
 .402
**
 .088
**
 .166
**
 1.000 .471
**
 
Sig. (2-tailed) .000 .113 .010 .446 .015 .109 .015 .000 .000 .000 .000 .000 .000 .000 .002 .000 . .000 
N 1238 1208 1157 1152 1072 1066 1103 1244 1246 1243 1242 1249 1224 1229 1246 1247 1249 1244 
q39 Correlation Coefficient .010 .075
**
 .079
**
 .102
**
 .139
**
 .109
**
 .072
*
 .212
**
 .226
**
 .112
**
 .159
**
 .292
**
 .287
**
 .538
**
 .105
**
 .277
**
 .471
**
 1.000 
Sig. (2-tailed) .719 .009 .007 .001 .000 .000 .017 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 . 
N 1239 1207 1156 1152 1073 1067 1103 1244 1246 1243 1242 1249 1226 1230 1246 1247 1244 1249 
*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
 
CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu Origin BY q33 q36 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW COLUMN 
  /COUNT ROUND CELL. 
 
 
 
Crosstabs 
 
 
 
Notes 
Output Created 10-May-2011 11:25:53 
Comments   
Input Data C:\Users\Simen\BI\Fudan\Arcus\Datasett 
med valueseconomical 
development05.05.sav 
Active Dataset DataSet1 
Filter <none> 
Weight <none> 
Split File <none> 
N of Rows in Working Data File 1260 
Missing Value Handling Definition of Missing User-defined missing values are treated as 
missing. 
Cases Used Statistics for each table are based on all the 
cases with valid data in the specified range(s) 
for all variables in each table. 
Syntax CROSSTABS 
  /TABLES=Gender Age Mom Dad Popu 
Origin BY q33 q36 
  /FORMAT=AVALUE TABLES 
  /STATISTICS=CHISQ 
  /CELLS=COUNT EXPECTED ROW 
COLUMN 
  /COUNT ROUND CELL. 
 
Resources Processor Time 00:00:00.078 
Elapsed Time 00:00:00.098 
Dimensions Requested 2 
Cells Available 174762 
 
 
[DataSet1] C:\Users\Simen\BI\Fudan\Arcus\Datasett med valueseconomical development05.05.sav 
 
 
 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
Gender * q33 1163 92.3% 97 7.7% 1260 100.0% 
Gender * q36 1117 88.7% 143 11.3% 1260 100.0% 
Age * q33 1167 92.6% 93 7.4% 1260 100.0% 
Age * q36 1123 89.1% 137 10.9% 1260 100.0% 
Mom * q33 1162 92.2% 98 7.8% 1260 100.0% 
Mom * q36 1118 88.7% 142 11.3% 1260 100.0% 
Dad * q33 1161 92.1% 99 7.9% 1260 100.0% 
Dad * q36 1117 88.7% 143 11.3% 1260 100.0% 
Popu. * q33 1160 92.1% 100 7.9% 1260 100.0% 
Popu. * q36 1116 88.6% 144 11.4% 1260 100.0% 
Economical Development Plans * 
q33 
1140 90.5% 120 9.5% 1260 100.0% 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
Gender * q33 1163 92.3% 97 7.7% 1260 100.0% 
Gender * q36 1117 88.7% 143 11.3% 1260 100.0% 
Age * q33 1167 92.6% 93 7.4% 1260 100.0% 
Age * q36 1123 89.1% 137 10.9% 1260 100.0% 
Mom * q33 1162 92.2% 98 7.8% 1260 100.0% 
Mom * q36 1118 88.7% 142 11.3% 1260 100.0% 
Dad * q33 1161 92.1% 99 7.9% 1260 100.0% 
Dad * q36 1117 88.7% 143 11.3% 1260 100.0% 
Popu. * q33 1160 92.1% 100 7.9% 1260 100.0% 
Popu. * q36 1116 88.6% 144 11.4% 1260 100.0% 
Economical Development Plans * 
q33 
1140 90.5% 120 9.5% 1260 100.0% 
Economical Development Plans * 
q36 
1095 86.9% 165 13.1% 1260 100.0% 
 
 
Gender * q33 
 
 
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Gender Male Count 76 283 15 16 18 154 5 567 
Expected Count 88.7 255.5 24.4 20.5 16.1 152.1 9.8 567.0 
% within Gender 13.4% 49.9% 2.6% 2.8% 3.2% 27.2% .9% 100.0% 
% within q33 41.8% 54.0% 30.0% 38.1% 54.5% 49.4% 25.0% 48.8% 
Female Count 106 241 35 26 15 158 15 596 
Expected Count 93.3 268.5 25.6 21.5 16.9 159.9 10.2 596.0 
% within Gender 17.8% 40.4% 5.9% 4.4% 2.5% 26.5% 2.5% 100.0% 
% within q33 58.2% 46.0% 70.0% 61.9% 45.5% 50.6% 75.0% 51.2% 
Total Count 182 524 50 42 33 312 20 1163 
Expected Count 182.0 524.0 50.0 42.0 33.0 312.0 20.0 1163.0 
% within Gender 15.6% 45.1% 4.3% 3.6% 2.8% 26.8% 1.7% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 23.308
a
 6 .001 
Likelihood Ratio 23.804 6 .001 
Linear-by-Linear Association .229 1 .632 
N of Valid Cases 1163   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
9,75. 
 
 
Gender * q36 
 
 
 
Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Gender Male Count 14 71 425 36 546 
Expected Count 10.3 89.0 421.4 25.4 546.0 
% within Gender 2.6% 13.0% 77.8% 6.6% 100.0% 
% within q36 66.7% 39.0% 49.3% 69.2% 48.9% 
Female Count 7 111 437 16 571 
Expected Count 10.7 93.0 440.6 26.6 571.0 
% within Gender 1.2% 19.4% 76.5% 2.8% 100.0% 
% within q36 33.3% 61.0% 50.7% 30.8% 51.1% 
Total Count 21 182 862 52 1117 
Expected Count 21.0 182.0 862.0 52.0 1117.0 
% within Gender 1.9% 16.3% 77.2% 4.7% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 18.434
a
 3 .000 
Likelihood Ratio 18.744 3 .000 
Linear-by-Linear Association 6.092 1 .014 
N of Valid Cases 1117   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 
10,26. 
 
 
Age * q33 
 
 
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Age 18-20 Count 66 174 12 19 12 100 10 393 
Expected Count 61.3 176.8 17.2 14.1 11.1 105.7 6.7 393.0 
% within Age 16.8% 44.3% 3.1% 4.8% 3.1% 25.4% 2.5% 100.0% 
% within q33 36.3% 33.1% 23.5% 45.2% 36.4% 31.8% 50.0% 33.7% 
21-24 Count 95 306 36 21 18 176 10 662 
Expected Count 103.2 297.8 28.9 23.8 18.7 178.1 11.3 662.0 
% within Age 14.4% 46.2% 5.4% 3.2% 2.7% 26.6% 1.5% 100.0% 
% within q33 52.2% 58.3% 70.6% 50.0% 54.5% 56.1% 50.0% 56.7% 
25+ Count 21 45 3 2 3 38 0 112 
Expected Count 17.5 50.4 4.9 4.0 3.2 30.1 1.9 112.0 
% within Age 18.8% 40.2% 2.7% 1.8% 2.7% 33.9% .0% 100.0% 
% within q33 11.5% 8.6% 5.9% 4.8% 9.1% 12.1% .0% 9.6% 
Total Count 182 525 51 42 33 314 20 1167 
Expected Count 182.0 525.0 51.0 42.0 33.0 314.0 20.0 1167.0 
% within Age 15.6% 45.0% 4.4% 3.6% 2.8% 26.9% 1.7% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 15.783
a
 12 .201 
Likelihood Ratio 17.598 12 .128 
Linear-by-Linear Association .151 1 .697 
N of Valid Cases 1167   
a. 4 cells (19,0%) have expected count less than 5. The minimum expected count is 
1,92. 
  
Age * q36 
 
 
 
Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Age 18-20 Count 6 93 269 12 380 
Expected Count 7.1 61.9 292.7 18.3 380.0 
% within Age 1.6% 24.5% 70.8% 3.2% 100.0% 
% within q36 28.6% 50.8% 31.1% 22.2% 33.8% 
21-24 Count 13 74 513 34 634 
Expected Count 11.9 103.3 488.3 30.5 634.0 
% within Age 2.1% 11.7% 80.9% 5.4% 100.0% 
% within q36 61.9% 40.4% 59.3% 63.0% 56.5% 
25+ Count 2 16 83 8 109 
Expected Count 2.0 17.8 84.0 5.2 109.0 
% within Age 1.8% 14.7% 76.1% 7.3% 100.0% 
% within q36 9.5% 8.7% 9.6% 14.8% 9.7% 
Total Count 21 183 865 54 1123 
Expected Count 21.0 183.0 865.0 54.0 1123.0 
% within Age 1.9% 16.3% 77.0% 4.8% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 31.556
a
 6 .000 
Likelihood Ratio 30.503 6 .000 
Linear-by-Linear Association 14.178 1 .000 
N of Valid Cases 1123   
a. 1 cells (8,3%) have expected count less than 5. The minimum expected count is 
2,04. 
 
 
Mom * q33 
  
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Mom None & Primary Count 23 50 2 5 2 38 1 121 
Expected Count 18.8 54.5 5.3 4.4 3.4 32.5 2.1 121.0 
% within Mom 19.0% 41.3% 1.7% 4.1% 1.7% 31.4% .8% 100.0% 
% within q33 12.7% 9.6% 3.9% 11.9% 6.1% 12.2% 5.0% 10.4% 
Secondary Count 62 203 18 11 10 94 4 402 
Expected Count 62.6 180.9 17.6 14.5 11.4 107.9 6.9 402.0 
% within Mom 15.4% 50.5% 4.5% 2.7% 2.5% 23.4% 1.0% 100.0% 
% within q33 34.3% 38.8% 35.3% 26.2% 30.3% 30.1% 20.0% 34.6% 
Undergraduate Count 73 201 22 18 16 140 10 480 
Expected Count 74.8 216.0 21.1 17.3 13.6 128.9 8.3 480.0 
% within Mom 15.2% 41.9% 4.6% 3.8% 3.3% 29.2% 2.1% 100.0% 
% within q33 40.3% 38.4% 43.1% 42.9% 48.5% 44.9% 50.0% 41.3% 
Postgraduate & PhD Count 23 69 9 8 5 40 5 159 
Expected Count 24.8 71.6 7.0 5.7 4.5 42.7 2.7 159.0 
% within Mom 14.5% 43.4% 5.7% 5.0% 3.1% 25.2% 3.1% 100.0% 
% within q33 12.7% 13.2% 17.6% 19.0% 15.2% 12.8% 25.0% 13.7% 
Total Count 181 523 51 42 33 312 20 1162 
Expected Count 181.0 523.0 51.0 42.0 33.0 312.0 20.0 1162.0 
% within Mom 15.6% 45.0% 4.4% 3.6% 2.8% 26.9% 1.7% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 18.972
a
 18 .394 
Likelihood Ratio 19.493 18 .362 
Linear-by-Linear Association 1.899 1 .168 
N of Valid Cases 1162   
a. 5 cells (17,9%) have expected count less than 5. The minimum expected count is 
2,08. 
 
 
Mom * q36 
 
 
 
Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Mom None & Primary Count 4 11 85 17 117 
Expected Count 2.2 19.2 90.0 5.7 117.0 
% within Mom 3.4% 9.4% 72.6% 14.5% 100.0% 
% within q36 19.0% 6.0% 9.9% 31.5% 10.5% 
Secondary Count 7 48 325 14 394 
Expected Count 7.4 64.5 303.1 19.0 394.0 
% within Mom 1.8% 12.2% 82.5% 3.6% 100.0% 
% within q36 33.3% 26.2% 37.8% 25.9% 35.2% 
Undergraduate Count 6 93 344 20 463 
Expected Count 8.7 75.8 356.2 22.4 463.0 
% within Mom 1.3% 20.1% 74.3% 4.3% 100.0% 
% within q36 28.6% 50.8% 40.0% 37.0% 41.4% 
Postgraduate & PhD Count 4 31 106 3 144 
Expected Count 2.7 23.6 110.8 7.0 144.0 
% within Mom 2.8% 21.5% 73.6% 2.1% 100.0% 
% within q36 19.0% 16.9% 12.3% 5.6% 12.9% 
Total Count 21 183 860 54 1118 
Expected Count 21.0 183.0 860.0 54.0 1118.0 
% within Mom 1.9% 16.4% 76.9% 4.8% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 45.998
a
 9 .000 
Likelihood Ratio 38.992 9 .000 
Linear-by-Linear Association 16.017 1 .000 
N of Valid Cases 1118   
a. 2 cells (12,5%) have expected count less than 5. The minimum expected count is 
2,20. 
 
 
Dad * q33 
 
 
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Dad None & Primary Count 13 38 2 4 1 26 0 84 
Expected Count 13.1 37.8 3.7 3.0 2.4 22.5 1.4 84.0 
% within Dad 15.5% 45.2% 2.4% 4.8% 1.2% 31.0% .0% 100.0% 
% within q33 7.2% 7.3% 3.9% 9.5% 3.0% 8.4% .0% 7.2% 
Secondary Count 63 163 12 7 10 95 3 353 
Expected Count 55.0 159.0 15.5 12.8 10.0 94.6 6.1 353.0 
% within Dad 17.8% 46.2% 3.4% 2.0% 2.8% 26.9% .8% 100.0% 
% within q33 34.8% 31.2% 23.5% 16.7% 30.3% 30.5% 15.0% 30.4% 
Undergraduate Count 74 218 24 20 13 131 10 490 
Expected Count 76.4 220.7 21.5 17.7 13.9 131.3 8.4 490.0 
% within Dad 15.1% 44.5% 4.9% 4.1% 2.7% 26.7% 2.0% 100.0% 
% within q33 40.9% 41.7% 47.1% 47.6% 39.4% 42.1% 50.0% 42.2% 
Postgraduate & PhD Count 31 104 13 11 9 59 7 234 
Expected Count 36.5 105.4 10.3 8.5 6.7 62.7 4.0 234.0 
% within Dad 13.2% 44.4% 5.6% 4.7% 3.8% 25.2% 3.0% 100.0% 
% within q33 17.1% 19.9% 25.5% 26.2% 27.3% 19.0% 35.0% 20.2% 
Total Count 181 523 51 42 33 311 20 1161 
Expected Count 181.0 523.0 51.0 42.0 33.0 311.0 20.0 1161.0 
% within Dad 15.6% 45.0% 4.4% 3.6% 2.8% 26.8% 1.7% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 16.683
a
 18 .545 
Likelihood Ratio 18.762 18 .407 
Linear-by-Linear Association .799 1 .371 
N of Valid Cases 1161   
a. 5 cells (17,9%) have expected count less than 5. The minimum expected count is 
1,45. 
  
Dad * q36 
 
 
 
Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Dad None & Primary Count 2 8 58 9 77 
Expected Count 1.4 12.5 59.3 3.7 77.0 
% within Dad 2.6% 10.4% 75.3% 11.7% 100.0% 
% within q36 9.5% 4.4% 6.7% 16.7% 6.9% 
Secondary Count 5 44 278 21 348 
Expected Count 6.5 56.7 267.9 16.8 348.0 
% within Dad 1.4% 12.6% 79.9% 6.0% 100.0% 
% within q36 23.8% 24.2% 32.3% 38.9% 31.2% 
Undergraduate Count 5 86 361 20 472 
Expected Count 8.9 76.9 363.4 22.8 472.0 
% within Dad 1.1% 18.2% 76.5% 4.2% 100.0% 
% within q36 23.8% 47.3% 42.0% 37.0% 42.3% 
Postgraduate & PhD Count 9 44 163 4 220 
Expected Count 4.1 35.8 169.4 10.6 220.0 
% within Dad 4.1% 20.0% 74.1% 1.8% 100.0% 
% within q36 42.9% 24.2% 19.0% 7.4% 19.7% 
Total Count 21 182 860 54 1117 
Expected Count 21.0 182.0 860.0 54.0 1117.0 
% within Dad 1.9% 16.3% 77.0% 4.8% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 29.078
a
 9 .001 
Likelihood Ratio 27.372 9 .001 
Linear-by-Linear Association 18.075 1 .000 
N of Valid Cases 1117   
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 29.078
a
 9 .001 
Likelihood Ratio 27.372 9 .001 
Linear-by-Linear Association 18.075 1 .000 
N of Valid Cases 1117   
a. 3 cells (18,8%) have expected count less than 5. The minimum expected count is 
1,45. 
 
 
Popu. * q33 
 
 
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Popu. Less than 200.000 Count 16 48 1 5 2 28 1 101 
Expected Count 15.6 45.6 4.4 3.6 2.9 27.2 1.7 101.0 
% within Popu. 15.8% 47.5% 1.0% 5.0% 2.0% 27.7% 1.0% 100.0% 
% within q33 8.9% 9.2% 2.0% 12.2% 6.1% 9.0% 5.0% 8.7% 
200.000-500.000 Count 23 68 9 5 5 43 2 155 
Expected Count 23.9 70.0 6.8 5.5 4.4 41.7 2.7 155.0 
% within Popu. 14.8% 43.9% 5.8% 3.2% 3.2% 27.7% 1.3% 100.0% 
% within q33 12.8% 13.0% 17.6% 12.2% 15.2% 13.8% 10.0% 13.4% 
500.000-1.000.000 Count 25 91 8 4 5 50 3 186 
Expected Count 28.7 84.0 8.2 6.6 5.3 50.0 3.2 186.0 
% within Popu. 13.4% 48.9% 4.3% 2.2% 2.7% 26.9% 1.6% 100.0% 
% within q33 14.0% 17.4% 15.7% 9.8% 15.2% 16.0% 15.0% 16.0% 
1.000.000-4.000.000 Count 24 72 9 7 4 60 2 178 
Expected Count 27.5 80.4 7.8 6.3 5.1 47.9 3.1 178.0 
% within Popu. 13.5% 40.4% 5.1% 3.9% 2.2% 33.7% 1.1% 100.0% 
% within q33 13.4% 13.7% 17.6% 17.1% 12.1% 19.2% 10.0% 15.3% 
4.000.000+ Count 82 220 22 17 15 117 10 483 
Expected Count 74.5 218.2 21.2 17.1 13.7 129.9 8.3 483.0 
% within Popu. 17.0% 45.5% 4.6% 3.5% 3.1% 24.2% 2.1% 100.0% 
% within q33 45.8% 42.0% 43.1% 41.5% 45.5% 37.5% 50.0% 41.6% 
Don't know Count 9 25 2 3 2 14 2 57 
Expected Count 8.8 25.7 2.5 2.0 1.6 15.3 1.0 57.0 
% within Popu. 15.8% 43.9% 3.5% 5.3% 3.5% 24.6% 3.5% 100.0% 
% within q33 5.0% 4.8% 3.9% 7.3% 6.1% 4.5% 10.0% 4.9% 
Total Count 179 524 51 41 33 312 20 1160 
Expected Count 179.0 524.0 51.0 41.0 33.0 312.0 20.0 1160.0 
% within Popu. 15.4% 45.2% 4.4% 3.5% 2.8% 26.9% 1.7% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 16.836
a
 30 .974 
Likelihood Ratio 17.789 30 .962 
Linear-by-Linear Association .430 1 .512 
N of Valid Cases 1160   
a. 12 cells (28,6%) have expected count less than 5. The minimum expected count is 
,98. 
 
 
Popu. * q36 
 
 
 
Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Popu. Less than 200.000 Count 3 8 79 6 96 
Expected Count 1.8 15.6 74.0 4.6 96.0 
% within Popu. 3.1% 8.3% 82.3% 6.3% 100.0% 
% within q36 14.3% 4.4% 9.2% 11.1% 8.6% 
200.000-500.000 Count 5 14 130 9 158 
Expected Count 3.0 25.6 121.8 7.6 158.0 
% within Popu. 3.2% 8.9% 82.3% 5.7% 100.0% 
% within q36 23.8% 7.7% 15.1% 16.7% 14.2% 
500.000-1.000.000 Count 5 16 151 5 177 
Expected Count 3.3 28.7 136.4 8.6 177.0 
% within Popu. 2.8% 9.0% 85.3% 2.8% 100.0% 
% within q36 23.8% 8.8% 17.6% 9.3% 15.9% 
1.000.000-4.000.000 Count 1 22 138 13 174 
Expected Count 3.3 28.2 134.1 8.4 174.0 
% within Popu. .6% 12.6% 79.3% 7.5% 100.0% 
% within q36 4.8% 12.2% 16.0% 24.1% 15.6% 
4.000.000+ Count 7 113 319 18 457 
Expected Count 8.6 74.1 352.2 22.1 457.0 
% within Popu. 1.5% 24.7% 69.8% 3.9% 100.0% 
% within q36 33.3% 62.4% 37.1% 33.3% 40.9% 
Don't know Count 0 8 43 3 54 
Expected Count 1.0 8.8 41.6 2.6 54.0 
% within Popu. .0% 14.8% 79.6% 5.6% 100.0% 
% within q36 .0% 4.4% 5.0% 5.6% 4.8% 
Total Count 21 181 860 54 1116 
Expected Count 21.0 181.0 860.0 54.0 1116.0 
% within Popu. 1.9% 16.2% 77.1% 4.8% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 53.492
a
 15 .000 
Likelihood Ratio 54.784 15 .000 
Linear-by-Linear Association 12.485 1 .000 
N of Valid Cases 1116   
a. 7 cells (29,2%) have expected count less than 5. The minimum expected count is 
1,02. 
 
 
Economical Development Plans * q33 
 
 
 
Crosstab 
 
q33 
Total Home Restaurant Pub/Bar KTV Club At friends Other 
Economical Development Plans East Coast Count 118 306 34 24 18 172 13 685 
Expected Count 106.4 311.9 30.6 23.4 18.6 182.1 12.0 685.0 
% within Economical 
Development Plans 
17.2% 44.7% 5.0% 3.5% 2.6% 25.1% 1.9% 100.0% 
% within q33 66.7% 59.0% 66.7% 61.5% 58.1% 56.8% 65.0% 60.1% 
Central China Count 35 101 8 7 4 77 2 234 
Expected Count 36.3 106.5 10.5 8.0 6.4 62.2 4.1 234.0 
% within Economical 
Development Plans 
15.0% 43.2% 3.4% 3.0% 1.7% 32.9% .9% 100.0% 
% within q33 19.8% 19.5% 15.7% 17.9% 12.9% 25.4% 10.0% 20.5% 
Northeast China Count 6 58 2 1 3 26 3 99 
Expected Count 15.4 45.1 4.4 3.4 2.7 26.3 1.7 99.0 
% within Economical 
Development Plans 
6.1% 58.6% 2.0% 1.0% 3.0% 26.3% 3.0% 100.0% 
% within q33 3.4% 11.2% 3.9% 2.6% 9.7% 8.6% 15.0% 8.7% 
West China Count 18 54 7 7 6 28 2 122 
Expected Count 18.9 55.5 5.5 4.2 3.3 32.4 2.1 122.0 
% within Economical 
Development Plans 
14.8% 44.3% 5.7% 5.7% 4.9% 23.0% 1.6% 100.0% 
% within q33 10.2% 10.4% 13.7% 17.9% 19.4% 9.2% 10.0% 10.7% 
Total Count 177 519 51 39 31 303 20 1140 
Expected Count 177.0 519.0 51.0 39.0 31.0 303.0 20.0 1140.0 
% within Economical 
Development Plans 
15.5% 45.5% 4.5% 3.4% 2.7% 26.6% 1.8% 100.0% 
% within q33 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 27.565
a
 18 .069 
Likelihood Ratio 29.224 18 .046 
Linear-by-Linear Association .513 1 .474 
N of Valid Cases 1140   
a. 8 cells (28,6%) have expected count less than 5. The minimum expected count is 
1,74. 
 
 
Economical Development Plans * q36 
 
 
 Crosstab 
 
q36 
Total Alone Family Friends Colleagues 
Economical Development Plans East Coast Count 10 148 474 27 659 
Expected Count 12.6 107.1 507.9 31.3 659.0 
% within Economical 
Development Plans 
1.5% 22.5% 71.9% 4.1% 100.0% 
% within q36 47.6% 83.1% 56.2% 51.9% 60.2% 
Central China Count 6 12 196 15 229 
Expected Count 4.4 37.2 176.5 10.9 229.0 
% within Economical 
Development Plans 
2.6% 5.2% 85.6% 6.6% 100.0% 
% within q36 28.6% 6.7% 23.2% 28.8% 20.9% 
Northeast China Count 1 7 77 3 88 
Expected Count 1.7 14.3 67.8 4.2 88.0 
% within Economical 
Development Plans 
1.1% 8.0% 87.5% 3.4% 100.0% 
% within q36 4.8% 3.9% 9.1% 5.8% 8.0% 
West China Count 4 11 97 7 119 
Expected Count 2.3 19.3 91.7 5.7 119.0 
% within Economical 
Development Plans 
3.4% 9.2% 81.5% 5.9% 100.0% 
% within q36 19.0% 6.2% 11.5% 13.5% 10.9% 
Total Count 21 178 844 52 1095 
Expected Count 21.0 178.0 844.0 52.0 1095.0 
% within Economical 
Development Plans 
1.9% 16.3% 77.1% 4.7% 100.0% 
% within q36 100.0% 100.0% 100.0% 100.0% 100.0% 
 
 
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 51.506
a
 9 .000 
Likelihood Ratio 57.148 9 .000 
Linear-by-Linear Association 12.145 1 .000 
N of Valid Cases 1095   
Chi-Square Tests 
 
Value df 
Asymp. Sig. (2-
sided) 
Pearson Chi-Square 51.506
a
 9 .000 
Likelihood Ratio 57.148 9 .000 
Linear-by-Linear Association 12.145 1 .000 
N of Valid Cases 1095   
a. 4 cells (25,0%) have expected count less than 5. The minimum expected count is 
1,69. 
 
 
